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YOUR FIRST WEEK’S EARNINGS — 
DIRECT FROM BALLY MIDWAY 


(5allyMIDWAY 


| Ny Wer FIRST WEEK’S EARNINGS PLAN 
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DIRECT TO YOU FROM OUR FACTORY WITH THE PURCHASE OF JOURNEY 
OR MAPPY. JUST FILL OUT AND MAIL IN THIS CERTIFICATE TO: STANLEY 
W. JAROCKI, EXECUTIVE VICE PRESIDENT, BALLY MIDWAY MFG. CO., 
10601 WEST BELMONT AVENUE, FRANKLIN PARK, ILLINOIS 60131. 


GAME PURCHASED: JOURNEY___-»- MAPPY (CHECK ONE) 


NAME DATE OF PURCHASE 
TITLE. CDISTRIBUTOR PURCHASED FROM 


COMPANY CTY STATE 
ADDRESS SERIAL NUMBER 
ARE YOU CURRENTLY RECEIVING OUR NEWSLETTER? 

IF NO, MAY WE INCLUDE YOU ON OUR MAILING LIST? 


OFFER GOOD ONLY IN U.S. FROM JULY Ist THROUGH AUGUST 31st, 1983. 
ONLY FULLY COMPLETED CERTIFICATES WILL BE HONORED. ALLOW 2 WEEKS FROM OUR RECEIPT FOR CHECK PROCESSING 
Void Where Prohibited By Law 


BUY JOURNEY OR MAPPY FROM JULY 1 
THROUGH AUGUST 31, AT YOUR AUTHORIZED 

BALLY MIDWAY DISTRIBUTOR, AND WE’LL SEND 
YOU A CHECK FOR $200.00. 


It’s a summer spectacular at your authorized Bally Midway 
Distributor. We've got two great new games, Journey, the first 
rock and roll video game and Mappy, the ultimate cat and mouse 
game, getting reports from across the country telling us what you 
want to hear. These solid performers are getting consistent play day after 
day; week after week, delivering incomes that guarantee you the return on in- 
vestment that “flash-in-the-pan” games can’t. We’ve generated the player interest 
for you through consumer promotion and advertising. Now we'll help you take advantage 
of it. Buy Journey or Mappy from July 1 through August 31, 1983, fill out and send in the 
certificate we’ve put in the cash box, and we'll send you a check for $200.00. Now get great 
games, great reliability and a great offer no other manufacturer has — your first week’s earnings 
direct from Bally Midway. 


Available only in the U.S. Void where prohibited 


Twice a Month Publication for the Coin Operated Entertainment Industry 


WBPA Member Business Publications Audit 


CO NTENTS/ Volume 9, Number 15/August 15, 1983 


FEATURES 


Location Alternatives 08 


Increasing numbers of electronic games are found in convenience stores. Mike Shaw 
examines the success C-stores have had with coin-op games. Putt-Putt Golf courses, 
bowling centers, and water slides may be viable location options. Valerie Cognevich 
takes a look at these sporting locations on page 42. Should food be served in an 
arcade? On page 52, Laura Braddock analyzes how food can project a family image 
and keep players longer in the right locations. 


Coinman Interview 47 


Mike Shaw talks to Atari Coin-op President John Farrand about his operating back- 
ground, operator-locations splits, and Atari's game production and in-house products. 


More In This Issue 


AOE ‘84 Forecast, p. 15; Coin-Op and Computers, p. 62; Valley National Pool 
Tournament, p. 64; Cultivating Player Goodwill, p. 69. 
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cover Credit: This issue is filled with operating tips for restaurants, C-stores, and 
sporting locations. Matching the decor to the players is one hint that applies to most 
locations. This cover features The Silver Coin arcade near Seattle. The owner wanted to 
provide an interior that would attract a teenage and family clientele. He chose an Alcan 
Building Products’ Planar ceiling — complete with matching mirrored tiles, chrome fans, 
and a revolving ‘‘disco” ball. 


WANT 1° GLASS SERVICE? 


Anyone will sell you Kiddie Rides 
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309/788-0135 
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Q-BITS® ... the remarkable new keyed 
token system from Roger Williams Mint. 
It stops slugs, coins and unauthorized 
tokens. In fact, nothing will pass through 
it except a specially keyed Q-BIT token. 
There are a wide variety of key combina- 
tions available, and every buyer gets 
exclusive rights to one of them (within a 
150-mile radius). 

Conversion to Q-BITS is simple and 
inexpensive, whether you now use con- 
ventional tokens or not. Stock Q-BITS can 
be shipped immediately. Even personal- 
ized custom Q-BITS are available 
quickly. For prices and information, call 
toll free: (800) 225-2734. In Massachu- 
setts, call (617) 226-3310. Or write. 


Roger Williams Mint" 


Northwest Industrial Park, 
79 Walton Street, Attleboro, MA 02703 
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Annual Subscriber Poll 
Reveals Industry’s Future 


| don’t have to tell you that times are rough right | 
now. Everybody knows that. But how rough are they? rs 
And how long is the slump likely to continue? What | 
trends are developing that can hasten a recovery? i 
There are many questions and only you can answer y 
them through Play Meter’s 1983 Annual Subscriber j 
Poll. y 
The Play Meter poll is our only means of knowing ‘ 

the economic status of the entire industry. Ina nutshell, y 
it tells us where we are and where we’re headed. The i 
answers to these questions are as important now as Y 
they have ever been. ( 
Play Meter’s 1983 Subscriber Poll questionnaires v 

are in the mail. A total of 7,584 subscribers have been i 
selected to participate. ¥ 
To be eligible to participate, each company had to ’ 
meet several requirements. First of all, it must bea paid x 
subscriber to Play Meter magazine. And since this j 
important annual survey is specifically designed to y 
examine market conditions and trends in the U.S., only ' 
domestic subscribers were selected. 4 
Also, each company selected had to meet qualifi- ' 
cations set forth by the Business Publications Audit ¥ 
bureau. (BPA is an independent, non-profit agency i 
that audits the circulation claims of various business ¥ 
publications.) This assures us that all the companies , 
selected are legitimate operating concerns, not v 
factories, jobbers, etc. ! 
All in all, this will be the most important and v 
accurate survey ever. As many companies as possible ' 
need to respond. Naturally, the more responses we get, ¥ 
the more accurate the results will be. In light of these i 
financially troubled times, we ask those companies ¥ 
participating to fill out these questionnaires as accu- ; 
rately and honestly as possible. Keep in mind that you ¥ 
are not required but discouraged from signing your ' 
name to the poll itself. Our concern is for the overall ' 
financial health of the industry. i 
| strongly urge each company participating in this ' 

poll to cooperate by returning its questionnaire as i 
soon as possible. You will be doing the industry a great y 
service by responding. The information gained from ; 
the survey will provide the entire industry with a v 
valuable tool with which we can all build a brighter, ! 
more profitable future. With your help, we will y 
succeed. _. { 
' 


eel 
/ Ralph C. Lally 
Editor and Publisher 
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Remember, price is only part of the package. 


C. A. ROBINSON 
& CO. INC. 


2891 W. Pico Bivd. @ Los Angeles, CA 90006 


(213) 735-3001 


Arcades!... 
Each of you must have ZOAR! 


“Just look at our 12th week on location at the Forum 
Fair, a well Known 60 game arcade in Arlington!” 
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earnings earnings 


; Pole Position 3333.25 $447.75 


i Sinistar $262.75 $464.75 


At Y’sthe cost, the returnon Star Trek. 3233.50 $303.75 
investment from “‘Zoar’’ is 
better than any of them. 
To equal the approximate ; $199.95 

return on the top dedi- : Sire 

cated game, Zoar has to chee 
make $70-$80 per week. De nina Oo ee 
And the bonus is that Zoar ) 

has 13 the risk! Zoar is the 

highest quality kit on the 

market. Let him “fly in 

your location’’! Licensed by © 1982 Data East USA, Inc. 


$205.50 


‘Baby ‘Pac Man $116.25 


TAGO ELECTRONICS (800) 527-3639 
349 Exchange Drive In Texas 


Arlington, Tx. 76011 (817) 860-8481 ELECTRONICS 


Letters to 
the editor... 


A player's advice 


I would like to comment on the 
current woeful state of the typical 
operator’s cash box proceeds, as 
bemoaned in virtually every issue of 
Play Meter over the last year. 

The feeling on the part of the opera- 
tor seems to be that he is powerless— 
caught between rising costs and regu- 
lations on the one hand, and declining 
player interest on the other. He has the 
same games on location this year that 
he did last year (plus or minus a few), 
and yet his revenues have dropped 
drastically...e has not changed any- 
thing. Therefore, the situation must be 
someone else’s fault: the government, 
the manufacturers, etc. 

As an avid video game player, | 
would like to point out at least one of 
the major reasons for the decline in 
player interest over the last year. So 
few of the games on location are new 
anymore. Time was when I could walk 
into almost any arcade and find five to 
10 games that I had never seen before. 
It was the excitement of always know- 
ing this that kept me coming back 
again and again, to see and play some- 
thing new—and maybe to play a game 
or two of a few old favorites, if they 
happened to be available. 

Today, I am lucky to find a single 
new game upon visiting the typical 
arcade. Instead, I find the place 
crammed to the rafters with old 
Donkey Kongs, Battlezones, and 
Galaxians, all of which have already 
paid for themselves 15 times over. 
Where are the Star Treks, the Mad 
Planets, the Sinistars, the Food Fights, 
the Zoo Keepers? There is certainly no 
shortage in their supply. 

My recommendation to any opera- 
tor who wishes to restore his revenues 
to the levels of a year or two ago is to 
provide his players with the massive 
onslaught of new amusement experi- 
ences he was providing a year or two 
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ago. If, due to the current glut of equip- 
ment on the used market, this means 
dropping an old game or two into the 
dumpster from time to time, then so be 
it—this is the price we pay for pro- 
sperity. 
Timothy Stryker 
Miami, Florida 


Pinball collectors 


We very much appreciate seeing 
your recent article (May 15, 1983, p. 


98) on pinball collectors. It was an 
upbeat treatment which helps bring to 
light this new hobby which we are very 
much interested in fostering. 

We appreciate the publicity this 
article brings us, and in the hope that 
some of your readers might be inter- 
ested in contacting us for subscription 
information, we would like to provide 
them with our address. 

Steve Young, Publisher 

The Pinball Collector’s Quarterly 
P.O. Box 137 

Lagrangeville, NY 12540 


Audio Visual 
Amusements 


Offering the finest 
new and used 
equipment 
REPRESENTING LEADING FACTORIES 
@ SALES, PARTS, SERVICE @ 


IN STOCK FOR 
IMMEDIATE DELIVERY 


Dragon’s Lair © Cosmic Chasm 
Gyruss @ Mario Bros. 


YOU’VE TRIED THE REST, 
NOW TRY THE BEST 
WE’RE EAGER TO SERVE 


1809 Olive Street 
St. Louis, Missour!t 63103 


(314) 421-5100 


For further information, call Pete Entringer 
(collect) 
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Alan Bruck (left), president of Banner, and Steve Bernstein (right), 
vice president of sales and marketing for Innovative Concepts, watch the 
action of ICE’s Chexx Hockey Game during the first annual Pennsylvania 
Amusement and Music Machine Association Exposition at the Monroe- 
ville Expo Center east of Pittsburgh. The PAMMA Expo was held April 
30 - May |. 


Alan Walter is now vice president 
of marketing and sales for the Wico 
Corp. Walter is responsible for 
management of parts distribution 
through Wico’s national direct sales 
forces as well as management of 
consumer product distribution 
through Wico manufacturing repre- 
sentatives. 


Mike Bosanac has been appointed 
to the marketing and sales staff of 
North American Amusement Com- 
pany. His duties include heading 
special affairs and marketing of new 
product lines for North American 
and for the American Arcade Spe- 
cialty Company. 


Robert E. Lloyd has been nained 
president of Data East USA Inc. 
Lloyd, who joined the company 
more than a year ago, has also served 
aS executive vice president and 
general manager at Data East. 


Mireille Chevalier’s duties as the 
new sales and credit manager at 
Exidy include coordinating Exidy’s 
distributor sales effort and managing 
Exidy’s credit department. Chevalier 
has 13 years of industry experience 
and has previously worked for Atari 
and Atari-Europe in France. 
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SOME COMPANIES GO TO ALL 
CORNERS OF THE EARTH FOR NEW GAMES... 


E’*VE GONE A BIT FURTHER 


TRUSS | 


While others are out talking about great space 
games, we're making them. No gimmicks... 

just one of the most astonishing game 
concepts ever developed. Itwillbethe 
standard by which all other | ee 
games are measured. ll Ue 


GYRUSS™ is manufactured | | 

under license from —— 
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TOP VIDEOS 


TOP VIDEOS 
Arcade Locations 


Street Locations 


Twenty of 32 videos (63%) with a response rate over 


Fifteen of 27 videos (55%) with a response rate over 
ten percent have above average performances. 


ten percent have above average performances. 


: Rating Rating _ 
Aug. 15 <Aug.1 July 15 Aug. 15 Aug.1 July 15 
1. Pole Position/Atari ........ 100.0 100.0 100.0 1. Pole Position/Atari ........ 100.0 100.0 100.0 
K 2. SAD IIOK/SOgG: ...o 03. 91.3 78.0 80.1 * 2. Time Pilot/Centuri ......... 75.0 68.4 67.8 
* 3. Gyruss/Centuri............ 91.0 80.1 _ 3. Mr. Do!/Universal .......... 63.1 62.3 58.4 
* 4. Sinistar/Williams .......... 77.0 76.3 69.7 * 4 Millipede/Atari ............ 62.6 63.5 59.8 
* 5. Time Pilot/Centuri ......... 68.0 70.7 65.8 
* 6. Zoo Keeper/Taito.......... 65.7 77.4 63.5 Provisionally Rated Videos 
* 7. Mr. Do!/Universal .......... 65.7 _ _ Rating 
oe es GO 8 Gr ee Provisional Ratings Aug. 15 Aug.1 July 15 
rimbOVIOUS/ AIC is ca. ds. 62.3 64.3 61.2 Gyruss/Centuri 870 ay i 
* 10. Baby Pac-Man/Bally....... 61.9 a eis vfs ah ns oe STS Raed 
11. Galaga/Bally 618 i 2 JOurINeY/ Bally os enh a 81.5 -- _ 
EIN NGy Wer riper eet cae Moi hice 5 es Zoo Keeper/Taito............ 77.7 77.4 79.0 
MGDPY/ BOY OS ts ees 68.8 82.0 74.2 
Provisionally Rated Videos Congo Bongo/Sega.......... 6680 = 95.3 
Rating Front. Line/Talto: 3. es 68.0 65.0 58.6 
Provisional Ratings Aug.15 <Aug.1 July 15 Food Fight/ Ata <.05 oie: 65.2 - -- 
Krull /GOUMeD ise hee ee. 94.8 - Mad Planets/Gottlieb ........ 65.2 -- _ 
Congo Bongo/Sega.......... 83.4 62.7 77.9 Star Trek/SOg@).. ies. oS 65.2 — _ 
Journey) Bally ir. ee AS 82.7 - ~~ Sinistar/Williams ............ 61.3 61.5 76.3 
Buck Rogers/Sega........... 79.4 _ 63.5 Bagmoan/Stern ae.) 60.9 64.6 67.1 
Food Fight/ AGM...) 6. 75.5 65.8 72.5 
Bubbles/Williams............ 68.1 68.6 743 
Mapnoy/Balivis oo8 68.1 67.7 67.8. 
Bagman/Stern............... 619 629 630 NOVELTY (non-videos) 
Arcade & Street Locations 


Mad Planets/Gottlieb ........ 59.6 61.7 58.2 


Eight of 28 novelties (29%) with a response rate over 


TOP PINBALLS ten percent have above average performances. 
Arcade & Street Locations 
Rating 
Nine of 16 pinballs (56%) with a response rate over ea ee ire ~ aoe pees - 
ten percent have above average performances. fe een Geng Sait Cmais Sane ; 
P ae Si ROR /ERAGW A? oi ys ace oss 93.9 73.6 = 
3. Whirly Bucket/Exidy...... 90.8 - - 
Rating 4. Whac-A-Mole/Bob's Space 
nate Bene Biep - 7 ng doc - bacers (00 er 690. (72.2 ee 
6 CUE een eit sts ? | : x 5. Ten Pins/The NortonCo... 829 — - 
* 2. Royal Flush Deluxe/ © im 
Gottlieb ....... Pie. Sie. 95.7 TET = Provisionally Rated Novelties 
* 3. Grand Slam/Bally ........ 95.2 100.0 -- Rati 
4. Eight Ball Deluxe/Bally .. 916 820 593 ng 
5. Time Fantasy/Williams... 89.9 _ 90.9 Provisional Ratings Aug. 15 Aug.1 July 15 
* 6. Q*bert’s Quest/Gottlieb... 78.4 90.3 58.1 Super Shifter/Bob’s Space 
MOGOIS Acie ae Seibie wales 119.7 67.8 149.2 
Provisionally Rated Pinballs Punchball/Zamperla ........ 96.7 ~ - 
Rating Seven Pin/Skee-Ball ......... 82.9 - _ 
Provisional Ratings Aug. 15 Aug.1 July 15 
Super Orbit/Gottlieb ......... 138.3 129.6 56.8 
Warlok/Williams............. 83.0 = 56.8 Provisionally rated games in each category are 
Punk/Gotuen 3260s es Tok _ _ Y g gory 


* Conditionally Rated—Weekly average 
based on less than 50% response rate. 


above average performing games with a response 
rate between 10-25 percent. 
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WHIRLY BUCKET 
$1995 FAX 


$2095 W/BEACON & BELL ELEGANTE 
$2195 W/TICKET DISPENSER 


That Keeps Customers Playing 
While The Games Keep Earning. 


FAX 


UPRIGHT 


(©)1983 Exidy, Inc. 


WATCH 


AMERICA’S LEADER. 


If it's new and money making, We maintain the largest 
Kiddie Rides U.S.A. has it inventory of the latest, best 
and has it FIRST. We represent money making rides in the 
the leading U.S. and European marketplace. Our selection is 
ride manufacturers. FIRST with unparalleled in the industry. 
hydraulics, and consistently Immediate delivery on 
FIRST in the Children’s most rides. 

Amusement Industry. 


YOUR 


PROEIT S 


KIDDIE RIDES USA. 


Best in service. Largest parts 11 years in the Children’s 
inventory in the business Amusement Industry. 
with 8 full time technicians to 
assist you. Call TOLL FREE 
for same day service and parts. 


We are NEVER UNDERSOLD! 
Lowest prices in the country. 
Custom design planning. 


KIDDIE RIDES USA™ 


Kiddie Rides USA 
604 Main - Davenport IA 52803 
1-800-553-8000: TOLL FREE 


QUICK SELLOUT 
OF AOE EXHIBIT SPACE 
PREDICTED 


how organizers for the Amuse- 
S ment Operators Expo, the 

largest industry trade show, pre- 
dict a quick sellout of exhibit space, 
possibly as early as this fall—six 
months before the show. 

As of June 30, nearly 50 percent (or 
285 booths) of the available 10’ = 10’ 
booths and 50’ = 80’ islands have 
already been sold or are reserved, 
according to David Cheifitz, president 
of Conference Management Corpor- 
ation. 

One reason for the early sellout may 
be that companies exhibiting at the 
AOE ’84 are reserving more than 40 
percent more booth space than they 


AMUSEMENT OPERATORS EXPO 


x. 


AOE °84 exhibit space may be sold out by this fall possibly 
because exhibitors are buying more booth space. 
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reserved at the AOE ’83. More than 
500 booths were taken by 200 exhi- 
bitors at the ’83 expo. 


“There are a million things we'll be 
doing this year,” Cheifitz said, “includ- 
ing a gaming conference and more and 
better seminars.” (See related story, 
p. 1f:) 


The annual industry event will be 
held March 9-11 at Chicago’s O’Hare 
Expo Center and is co-sponsored by 
Play Meter magazine and Conference 
Management Corporation. 


Exhibitor response 
“We have increased our space from 
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The AOE has been a successful show for Williams. 
The company showed Big Strike at AOE 83. 


six to 10 booths,” said Tom Campbell, 
director of marketing at Cinema- 
tronics. “The response Cinematronics 
got at AOE ’83 was tremendous,” he 
added. “The layout at the AOE is by 
far the best of all the trade shows. You 
can move easily through the display 
areas and up and down the aisles. We 
had a great location last time and got 
the same one for this time, but with 
additional space.” 

Sega Enterprises, which displayed 
Star Trek and Congo Bongo at the ’83 
show, has reserved 25 booths for AOE 
84. “The show was well-organized, 
and everything went like clockwork,” 
said Bob Rosenbaum, Sega’s vice pre- 
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sident of sales and marketing. 

Thomas Leon, president of North 
American Amusement, also. stated 
that his company’s products were well- 
received at the 83 expo. North Ameri- 
can has increased its space from 12 
booths in °83 to 20 booths for the 
upcoming show. 

“From a sales standpoint, the AOE 


has been a very successful show for 
Williams,” said Joseph Dillon, vice 
president of sales at Williams Elec- 
tronics. “We introduced Sinistar at the 
°83 show and it has been a great success 
for us. In 82, we introduced Robotron, 
which was also successful,” Dillon 
continued. “Our experience with the 
AOE has been solid and good. It’s ina 


good spot, and the timing is right. 
Williams is very positive about the 
show.” 

Those interested in exhibiting at 
AOE °84 should contact Lisa Ryan, 
Conference Management Corpor- 
ation, 17 Washington St., P.O. Box 
4990, Norwalk, CT 06856. Telephone: 
203 / 852-0500. e 
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AOE ’84 EXHIBITOR LISTING 


Nearly 50 percent of the exhibit space for AOE ’84 has already been 
reserved or committed, according to the Expo organizers. Here is a list of the 
companies which have committed for space at AOE ’84 as of June 30. The number 
in parenthesis is the number of booths taken by each company at AOE ’83. 


No. of 

Exhibitor Booths ’84 Data East Inc. 10 ( 6) 
Santa Clara, CA 

A-1 Ashtray Co. I (1) Don Taylor Sales 2 ( 1) 
Kinston, NC Westown, PA 
ABC Warehouse Happy Sign Div. l ( 1) Eastern Micro Electronics Inc. 8 ( 4) 
Austin, TX Somerset, NJ 
Alter Enterprises 2 ( 4) Entertainment Enterprises Ltd. 2 t 
Wharton, NJ Lynbrook, NY 
American Lock Company | (- 1) Enter-Tech 4 ( O) 
Crete, 11; Tempe, AZ 
Amusement Emporium 2 ( Q) Exidy Inc. 8 ( 8&8) 
Englewood, CO Sunnyvale, CA 
Arachnid Inc. 2 ( 1) Game Exchange Inc. 4 ( 4) 
Rockford, IL Columbus, OH 
Atari Inc. 20 ( 20) Game Plan Inc. 2 ( 2) 
Milpitas, CA Addison, IL 
Bally Manufacturing Corp. 14 ( 14) Gold Medal Products | ( 2) 
Chicago, IL Cincinnati, OH 
Bob’s Space Racers Inc. 4 ( 3) Gottlieb Amusement Games LZ ( 10) 
Daytona Beach, FL Northlake, IL 
Brandt Inc. | ( 1) Green Duck Corp. I ( -2) 
Watertown, WI Hernando, MS 
Centuri Inc. 14 ( 8) Greyhound Electronics 2 ( O) 
Hialeah, FL Toms River, NY 
Chicago Lock Co. ( 0) ICE Marketing 4 ( 4) 
Chicago, IL Buffalo, NY 
Cinematronics Inc. 10 ( 6) Imperial Billiards 2 e 1) 
El Cajon, CA Moonachie, NJ 
Coin Acceptors Inc. 2 ( 2} Intrepid Marketing Inc. 4 ( 4) 
St. Louis, MO Los Altos, CA 
Coin Controls Inc. 4 ( 4) Kiddie Rides U.S.A. 6 ( 10) 
ELK Grove, 11. Davenport, IA 
Convertible Video Systems Ltd. ( 2) Konami of America Inc. 8 ( 4) 


Great Neck, NY 
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Kurz-Kasch Inc. Electronics Div. 


Dayton, OH 


Marantz Piano Co. Inc. 
Morganton, NC 


Merit Industries 
Cheltenham, PA 


Miracle Recreation Equipment 
Grinnell, IA 


Nichibutsu U.S.A. Corp. 
Gardena, CA 


North American Amusement 
Rock Island, IL 


The Norton Company Inc. 
Tampa, FL 


Omaco Enterprises Inc. 
Phoenix, AZ 


Roger Williams Mint 
Attleboro, MA 


Sally Animation Co. 
Jacksonville, FL 


Scan Coin Inc. 
Herndon, VA 


Sega Electronics Inc. 
San Diego, CA 
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2) 


0) 


Skee-Ball Inc. 
Lansdale, PA 


Standard Change-Makers Inc. 


Indianapolis, IN 


Super Ball Inc. 
Pleasantville, NY 


Taito America Corp. 
Elk Grove Village, IL 


Tommy Lift Gate Mfg. Co. 


Woodbine, IA 


The Valley Company 
Bay City, MI 


Vending International 
San Juan Capistrano, CA 


Video Music International 
Los Angeles, CA 


Wells Gardner Electronics 
Chicago, IL 


Wico Corp. 
Niles, IL 


Williams Electronics 
Chicago, IL 


TOTAL 


285 


( 2) 
( 2) 
( 2) 
( 8) 
( I) 
(’ 2) 
(4) 
(. 2) 
( 4) 
( 4) 
( 10) 
(204) 
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BALLY ADMITS TO SKIMPY RESEARCH ¢ STERN BUILDS GRAY AREA CONVERSIONS ¢ MARSHFIELD BAN MAY 

BE FORCED ON SUPREME COURT ¢ CRIME REPORT CLEARS INDUSTRY © DESTRON GOES BANKRUPT e S&H 

SOLD TO SOUTHWEST ¢ WORLD GAMING DEVICES SUES ‘PLAY METER’ ¢ DISCS’ EARLY EARNINGS HIGH e 

RECESSION IS OVER, OPS TOLD © AMOA SHOW SOLD OUT ¢ GOTTLIEB CHANGES NAME ¢ NATIONAL TV 
SHOW FEATURES NEW VIDEOS ¢ TAIWAN CLOSES ARCADES e KOREA CANS ARCADES 


BALLY ADMITS 
TO SKIMPY 
RESEARCH 


Admitting that his company—and 
all manufacturers—ignored the long- 
term future of the coin-op amusemeht 
industry, Bally’s president told a 
gathering of operators that manufac- 
turers are partly responsible for the 
market's current economic woes. 

Robert Mullane, president of Bally 
Manufacturing Corp., confessed Bally 
has overproduced insufficiently 
researched products over the past 


four years 1n a speech at the closing 
banquet of the National Coin Machine 


Institute’s “Survival Seminar” held 
June 22-23 in Orlando. 

Mullane admitted his firm “had 
lived in @ vacuum” during the video 
game boom, introducing games 
without sufficient testing and pro- 


ceeding without concern for the pro- 
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blems of amusement operators. 

“I must admit that we ignored the 
long-term future of this industry,” 
Mullane said. “We introduced games 
without sufficient testing—forcing you, 
in many cases, to be our test market. 
We assumed that the world would 
never tire of the Pac-Man, Galaxian, 
and Space Invader type games. 

“We have a multi-billion dollar busi- 
ness at retail,” Mullane continued, 
“with probably the skimpiest market 
research of any industry in the world.” 

Despite current difficulties, the pro- 
blems of the industry are small com- 
pared to other industries, Mullane 
said. He then charted Bally's altered 
approach for the immediate future. 

“We will attempt to have careful 
studies that will allow you to make 
your purchase decisions with a great 
deal more confidence. This proce- 
dure, I think, willin many cases reduce 
the number of games produced by the 
manufacturers—not the absolute 
number of games, but the different 
models,” he announced. ‘When we do 
produce a game, we'll be confident 
that we can sell it to you. Most impor- 
tant, you will be able to make a profit 
on it and operate it fora longer period 
of time than has been true in the past.” 

Mullane said Bally had increased its 
spending on research and develop- 
ment in an attempt to alleviate the 
boredom associated with current 
games. He said he hoped added 
expenditures in research and testing 
will combine with new technology 
and lead to games that will inspire 
players, thereby solving the economic 
problems of manufacturers and oper- 
ators. 

“If we can fill your cash boxes,” he 
said, ‘we will keep our plants busy in 
Chicago. And that will be the surest 
means of survival in this industry.” © 


STERN BUILDS 
GRAY AREA 
CONVERSIONS 


Citing changing times and a need 
for adult onented games in street loca- 
tions, Stern Electronics has become the 
first of the traditional coin-op manu- 
facturers to make “gray area” games. 

The pieces, Super Draw and Fast 
Draw, are conversion kits available in 
two versions each so that almost any 
existing video can be converted to 
either game. 

In the past, Stern President Gary 
Stern has been outspoken against the 
operation of games that can be used 
for gambling. 

“If we allow gray area games to 
proliferate, it will have the effect of out- 
lawing all games,” he told an audi- 
ence of operators at the “Early Bird” 
seminar during the Amusement 
Operators Expo in 1981. 

“Times change,” Stern now explains. 
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¢ Immediate, same day shipment on Stock Tokens and 
Accessory Items. 

¢ Buy-Back Agreement 100% on Stock Tokens. 

¢ Special-Sized Token Wrappers. 

© Wide array of all necessary Signs and Stickers. 

¢ Accessory Items in stock for immediate shipment. 


« Token Mechs (Metal & Plastic, 48 different sizes 
and types). 

« Cradles & Cradle Kits. 

« Push Chutes (Complete, Single-Token & 
Double-Token), Replacement Slides. 

* English #515 Roll-Down Acceptors. 

* English 4 x 4 Replacement Cradles & Kits. 

* Klopp Token Counters. 

* Security Cash Controller 

* Kwik Koin Token Dispensers. 


¢ Expert Technical Advice & Assistance, based on 


many years of experience. 
¢ Professional Artwork & Design Service at no charge. 
e Hundreds of attractive Stock Dies. 
© NOTES & QUOTES Promotion Booklet (up-dated 
and revised periodically). 


e Exporting Expertise -- We know the Export Market, 
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TENNESSEE 


PINBALL'S | NEWS 


“Operators need earnings and we do 
too.” Bob Briether, a consultant to Stern 
on his new conversion card games, 
said Stern entered the video card 
game market due to a decline in new 
equipment sales. 

“A lot of operators are earning their 
livings on these games,” Stern said. 
“They are using the money to buy 
amusements for young people based 
on the earnings of these adult games. 
And they're using the money to pay 
their bills. The distributors know that 
and are catering to those needs— 
even some of the largest distributors. 

“There are many manufacturers 
making the games. It’s time fora major 
manufacturer to step in, one who will 
be around tomorrow to stand behind 
the games.” 

Stern considers the video card 
game the staple in today’s street 
locations, and he no longer considers 
the games a threat to the amusement 
industry because, he contends, 
operators are now legally operating 
BHUZAC INTERNATIONAL © 415/341-5200 the profitable games. 

However, Michael Macke. presi- 


* Arcade Specialists 
* National A+ Companies 
| was BA * Premium Financing Plans 
py FS * Nationwide Claims Offices 
Call or w Jon Eisen 
c/o CORROON & BLACK INSURANCE 
4350 E. Camelback #B250 
Phoenix, Arizona 85018 


602-840-7100 
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dent of Digital Controls which makes 
the “pure amusement” bartop game, 
Little Casino, disagrees. He said his 
games, which are not adjustable for 
gambling purposes, have taken a 
beating from similar games used for 
gambling on locations, games that 
regularly pull in up to $2,000 weekly. 

Too, the Stern conversion kits offer 
adjustments that allow the games to 
accept up to 30 coins fora single play 
and provide credits to winners based 
on how many plays risked on that 
hand. The US. District Courtin Chicago, 
Stern headquarters, has found some 
games offering multiple coin accep- 
tance to be gambling devices and 
therefore illegal. 

Despite that ruling and the arrests of 
two gray area game manufacturers in 
Connecticut (Play Meter Aug. 1, p. 14) 
for making games that state found to 
be illegal, Stern, an attorney, said he 
does not anticipate any legal pro- 
blems over the games. He noted some 
state agencies had recently decided 
some electronic card games are 
legal, and that the Stern games are 
being tested for legality in some 
places, though no rulings have been 
issued yet. e 


MARSHFIELD BAN 
MAY BE 

FORCED ON 
SUPREME COURT 


A Boston attorney who lost a Massa- 
chusetts Supreme Court case concern- 
ing a Marshfield town ordinance 
banning the operation of video 
games said he will push the issue into 
the US. Supreme Court (Play Meter, 
Aug. 1, p. 12). 

There, attorney Barry Rosenthal 
warned, an affirmation of the case 
would mean video game bans could 
start popping up in municipalities 
nationwide. Rosenthal made this 
announcement at the National Coin 
Machine Institute’s “Survival Seminar’ 
June 22-23 in Orlando. 

“Other Massachusetts towns are 
already starting to legislate similar 
bans,”” Coin Machine Industries Asso- 
ciation President Sumner Segall told 
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Play Meter. 


“And we don't intend to let the rest of 
the nation off the hook,” added Rosen- 
thal who represents CMIA of New 
England. 

Before filing his appeal, Rosenthal 
will seek a rehearing in Massachusetts. 
But there are no expectations the court 
will oblige, he confirmed. 

The US. Supreme Court, however, 
cannot refuse to consider such an 
appeal, Rosenthal threatened, 
because the state court employed 
federal constitutional grounds in 
denying motions to overturn the 
Marshfield ban. The court ruled oper- 
ators had not been denied “due pro- 
cess and equal protection” guarantees 
of the federal Constitution, nor had the 
games the right to protection under 
First Amendment freedom of expres- 
sion provisions. 

Some constitutional issue experts 
argue, however, that the Supreme 
Court could sidestep the issue, even 
under a direct appeal. The court could, 
forexample, deny that ithas probable 
jurisdiction, or that the federal con- 
stitutional questions are not strong 
enough to merit hearing the appeal. 

On the other hand, some feel the 
Supreme Court might be inclined to 
rule on the issue. And Rosenthal’s 
intention to force the issue has several 
industry leaders vexed over risking a 
test of the constitutional freedoms asso- 
ciated with video games. The Amuse- 
ment and Music Operators Association 
has pledged support of its legal 
resources, and the National Coin 
Machine Institute will file an amicus 
curiae (friend of the court) brief. The 
Amusement Game Manufacturers 
Association will conduct a special 
board of directors meeting to deter- 
mine its course of action. 

However, an affirmation that the 
Massachusetts Supreme Court had 
proceeded appropriately could 
mean little to other states. Without the 
court's written opinion, such affirma- 
tions are relatively useless outside the 
state where cases originate, several 
attorneys polled by Play Meter 
agreed. 

If the appeal is indeed filed in the 
US. Supreme Court, operators can 
hope that recent history will repeat 
itself. Over the last two years, the court 
has reviewed five Massachusetts 
rulings. It has overturned four of them 
and is still considering the fifth. e 
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SUPER RIDER 


CONVERSION KITS! 


VenTure fing inc. 800-528-1442 


3731 €. LaSalle ¢ Phoenix. Arizona 85040 
(602) 243-6289 


THE SOUTH’S REPAIR CENTER 


FOR VIDEO GAMES, PINBALLS & MONITORS 


% 24HOUR TURNAROUND- * 90 DAY WARRANTY 
* $25.00 PERHOUR PLUS PARTS * NOMINIMUM 
% 65 YEARS COMBINED COIN INDUSTRY EXPERIENCE 


Wa VioComp ELECTRONICS, INC. 


2312 TIFTON ST., KENNER, LA. 70062 - (504) 468-9824 
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WARS 


Guaranteed immediate delivery on 
Upright and Cockpit Models 
of today’s #1 hit 


POLE POSITION 


and the hit of tomorrow 


STAR WARS 


Representing 
all major lines 


CENTRAL 


Distributing Company 
3814 Farnam St. 
Omaha, Nebraska 68131 


402/553-5300 
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CRIME REPORT 


| CLEARS 


INDUSTRY 


In a litthe known and almost com- 
pletely uncirculated report, the 
National Institute of Justice, the 
research arm of the US. Justice 
Department, concluded the coin 
machine industry is not controlled by 
organized crime nor dominated by 
racketeers. 

The industry's history reveals the 
involvement of storied crime figures. 
But the current nature of the industry, 
especially as it has been altered by 
the video game, has been given a 
“qualified clean bill of health,” 
according to Simon Wynn. Wynn, a 
Justice Department attorney, along 
with co-workers Peter Reuter and 
Jonathan Rubinstein, conducted the 
study. 

Wynn warned, however, that the 
study, titled “Racketeering in Legit- 
imate Industries,” was completed in 
1981, before the ‘“‘disruptive”’ 
introduction of “gray area” games. 
The presence of gray areas, he said, 
has created the most significant threat 
for the industry from governmental 
and law enforcement agencies in the 
last 20 years. 

“The study does not suggest that 
there is no racketeer involvement, nor 
that there is no criminality in the 
ordinary conduct of the industry,” 
Wynn told a June 23 luncheon crowd 
at the National Coin Machine Institute 
“Survival Seminar” in Orlando. “It does 
conclude there is little justification for 
the repeated allegations of racketeer 
domination. 

“It is a simple fact that there have 
been non-organized crime figures in 
the industry,” Wynn told an audience 
of more than 100. “But it is part of the 
myth that results from the orthodox 
view of organized crime that the 
vending industry is controlled by a 
hidden underworld.” 

Wynn suggested members of the 
industry believe the myth and that it 
has accounted for an “extraordinarily 
low level of self-esteem among 
vending people.” 

The study was the first independent 
study of racketeering in the vending 


and amusement games industry since 
1957-59 when the McClellan Commit- 
tee heard testimony on racketeering 
practices and organized crime 
involvement. In that report, more than 
1,000 pages of transcripts deal with 
roles played by mob figures in the 
coin-op industry. 

“The committee was taking testi- 
mony on events which are now 
between 25 and 30 years old. In the 
meantime, technological and other 
changes (including changes in the 
law) have totally transformed the 
nature of the business,’ Wynn 
reported. 

He said the reputation ofthe industry 
as racketeer infiltrated produced 
harmful consequences for honest busi- 


nessmen. Additionally, the incorrect 
assumptions are counterproductive 
for the fight against racketeering, he 
alleged. 

Commenting on the report, NCMI’s 
legislative counsel Herbert Beitel said, 
“The findings in this report are not 
especially startling. However, this 
report should be read by those outside 
the industry who have for years 
assumed that vending is a racketeer'’s 
business...What is really important is 
that someone outside the industry with 
the stature of the US. Department of 
Justice has finally done the necessary 
investigation to establish the truth or 
falsity of the allegations against the 
vending industry.” e 
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It doesn’t take long to discover a 
winner, and the Pit Boss® from Merit 
Industries is winning new customers 


every day! 


The natural wood swivel base cabinet 
is jam packed with super play appeal 
features. ..a dictionary of humorous 
callouts, the top players’ “‘Heavy 
Hitters” Club, where your name ap- 
pears in lights, great graphics and on- 
screen location advertising. 


The Pit Boss” is the ultimate counter- 
top. Just ask our customers. . .they’re 
all winners! 


stock. But Desmond and President 
David Knez had to contribute $250,000 
of their own money to keep the com- 
pany in business through the last year. 
Desmond said he could have sold 
four times the 1,200 Slither video 
games it marketed had Destron Inc. 
had the bank's financial backing. 
Destron has realigned its sales staff 
to aggressively pursue the marketing 
of all its products during the Chapter 
11 proceedings, Desmond said. It 
filled recent resignations of sales 
executives Bob Briether and Ed 
Blackenbecker by contracting the 
marketing firm of Ken Anderson and 
hiring an in-house vice president of 
sales, Don Gentry. @ 


S&H SOLD TO 
SOUTHWEST 


After 35 years as a coin-op amuse- 
ment distributor, S&H Distributing of 


DESTRON GOES 
BANKRUPT 


\ AL Aah CON MIN Urs CNR, v. 
KY 7 WAN 

Da Fa ~ 
1p _ 


U, 
by, 


Destron Inc. was forced into bank- 
ruptcy June 13 when its bank called 
for full and immediate payment of a 
$1.4 million loan. 

Destron Chairman Donald Desmond 
said that although Destron had not 
made a payment on the loan since 
February, the Chicago bank's financial 
problems are behind the payment 
demand. Desmond said Continental 
Bank was anxious to force a liquida- 
tion of the Chicago coin game manu- 
facturer’s assets because of a $1 billion 
liability it has in connection with 
unpaid Oklahoma oil and gas loans it 
bought from another bank. 

To make matters worse, Desmond 
said, the bank has moved the loan 
officer Destron was dealing with to 
Oklahoma. “We cant even get a 
meeting with the people at the bank to 
talk things over,”” Desmond said. 

Destron, which makes Bio-Rhythm 
and Astrology card merchandisers, 
and an arcade boxing game called 


for 


AMERICA’S 


call 


713/895-7771 


TURNS HIS BACK ON 
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leading countertop video game 


LITTLE CASINO 


The Main Event, has asked federal 
bankruptcy court for Chapter 1 | status, 
so the company can keep its creditors 
at bay and continue to operate. 

Desmond said the bank reneged on 
an agreement reached as Destron 
was purchasing GDI Inc. in June 1982. 
Continental was to have funded the 
working capital needs of the new firm, 
Destron/GDI, but instead, “we have 
been left to operate on a cash basis 
since last year,” Desmond said. 

The company is publicly owned 
and traded as an over-the-counter 
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RENO GAME 
4 GAMES IN ONE 


® Draw Poker 
© Black Jack 
e Ked Dog 


e Dice 
(Craps) 


Lowest Price Available 
(Distributors Wanted) 


New ‘CHEXX’ 


In stock! 
Always dollars 
less! 


NATIONWIDE 
GAMES GALORE 


Dallas, Texas 
1-800/221-GAME (4263) 
In Texas - 214/247-GAME 


Shreveport, Louisiana, is calling it 
quits. SkH was purchased by South- 
west Vending Sales, one ofthe nation’s 
largest distributors and _ previously 
S&H’s major competitor. The purchase 
gives the Dallas-based firm a Louisi- 
ana branch. 

Mrs. T. W. Hughes, who has run the 
company for four years since her hus- 
band's death, told Play Meter “it was 
Just too tough to compete in today’s 
intense marketplace.” 

Hughes blamed the addition of 
video games into the coin-op industry 
for added complexities that made 
doing business as a distributor difficult. 
Despite the recent decline in video 
game profits, SkH had one of its finest 
years in 1982. Being so “enormously 
profitable, we installed a profit 
sharing program for our employees,” 
she said. 

Hughes said she always had tough 
competition from Dallas distributor- 
ships, but that the new Coin Machine 
Distributors’ office in Baton Rouge, 
Louisiana, had hurt sales in the eastern 
half of her territory. 

Hughes would not divulge the terms 
of the sale, but only said “I will be very 
comfortable.” 

Steve Henderson, formerly of 
Palmetto Distributing in Raleigh, North 
Carolina, will head the Shreveport 
branch of Southwest Vending. e 


WORLD GAMING 
DEVICES SUES 
‘PLAY METER’ 


World Gaming Devices has 
asked a federal court for $1,200,000 
in damages for being denied the right 
to exhibit electronic card games at the 
1983 Amusement Operators Expo, 
March 25-27 in Chicago. 

WGD President John Nicastro filed 
the suit June 23 against show sponsors 
Play Meter and Conference Manage- 
ment Corporation, claiming his 
company lost a quarter of its annual 
sales by being “arbitrarily and mali- 
ciously” kept off the showroom floor. 

The suit, a counter-claim to a tempo- 
rary restraining order obtained by 
Play Meter from Chicago's US. District 
Court the opening day of AOE ‘83, 
complains that WGD was incorrectly 
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“singled out” for attempting to exhibit 
“gray area’ games prohibited by 
paragraph 17 of the exhibitors con- 
tract. Play Meter attorneys discovered 
five companies setting up gray area 
games the first morning of the show 
and were successful in getting four of 
them restrained by the court. 

“These games were not in violation 
of rule 17,” the suit says. “Skybird (Play 
Meter) had accepted the application 
and fees from World and was aware 
in August 1982 of the games World 
intended to exhibit.” 

The suit also complained that other 
companies were allowed to exhibit 
games that are considered gambling 
pieces according to the exhibiting 
contract. 

Play Meter attorney Rufus King said 
the show’s sponsors tried to keep all 
gray area games off the exhibit floor 
although some exhibitors who had 
signed contracts and affidavits not to 
show gambling devices attempted to 
show them anyway. (For the complete 
story on the effort to keep gray area 
games out of AOE ‘83, see Play Meter, 
May 15, p. 19-24.) 

Nicastro said the show produces 
more than 25 percent of the annual 
sales of an exhibitor and that the 
‘breach of contract” cost his company 
$100,000 in lost sales. He asked the 
court for $200,000 in judgments and $1 
million in punitive damages. e 


DISCS’ EARLY 
EARNINGS HIGH 


The early earnings reports on the 
first two laser disc games that will hit 
the US. marketplace are dramatically 
high. Cinematronics’ Dragon's Lair 
and Sega's Astron Belt, both designed 
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for 50-cent play, are attracting hun- 
dreds of players a day at Mark 
Madura’s Yellow Brick Road arcades 
in San Diego. 

Madura told Play Meter that 


| Dragon's Lair averaged $125 per day 


through its first week at his University 
Town Center location. Madura is so 
impressed he has already bought 10 
of the games for his locations. 

Astron Belt is on location at the 
Yellow Brick Road locations, but only 
as a test piece, so Madura directed 
Play Meter to Sega’s Bob Rosenbaum 
for the test figures. Rosenbaum said the 
game is grossing $950 per week in 
Madura’s arcades and producing 
comparable earnings in other Sega 
selected test sites. Astron Belthas been 
on test sites since early June. 

“This new generation of games is a 
shot in the arm for the industry.” 
Madura commented. “It’s a step to 
bringing back everybody's business 
and a head start on the home units.” 

Madura, who spent more than 
$5,000 advertising the availability of 
the new games at his location, said he 


August 6 
Colorado Coin Industries Annual 
Meeting and Election of Board of 
Directors, Denver 


August 27-28 
Music and Vending Association of 
South Dakota, Holiday Inn, Spearfish 


September 6—1 1 
North Carolina Coin Operators Asso- 
ciation (NCCOA) Convention and 
Trade Show, Hyatt House & Conven- 
tion Center, Winston-Salem, NC 


September 22—25 
West Virginia Music and Vending 
Association, Ramada Inn, South 
Charleston, WV 


September 25—25 
The New York State Coin Machine 
Association (NYSCMA) Annual 
Membership Meeting, Holiday Inn, 
Lake Placid, NY 


October 7—8 
Amusement and Music Operators of 
Virginia “Silver Jubilee” Trade Show, 
John Marshall Hotel, Richmond 


October 13—16 
42th ENADA (National Exhibition of 


THE CALENDAR 


PINBALL’S 


BHUZAC INTERNATIONAL 


e 415/341-5200 


Automatic Amusement Machines) 
Congress Building, EUR, Rome 


October 13—16 
National Convention-Exhibit of 
Vending and Foodservice Manage- 
ment, McCormick Place, Chicago 


October 20-22 

Spanish Amusement Trade Exhibi- 
tion, Congress and Exhibition Palace, 
Sun Coast (Torremolinas, Malaga- 
Espana). Sponsored by the Spanish 
Association of Manufacturers and 
Marketing of Amusement and 
Gambling Machines. 


October 27—30 
AMOA Exposition 1983, The River- 
gate, New Orleans, LA, Hilton Hotel, 
headquarters 


November 16—20 
4983 IAAPA Trade Show, The River- 
gate, New Orleans, LA 


November 23—25 
INCOMAT ‘83 (International Coin- 
Operated-Machines-Exhibition and 
Congress) Vienna Congress-Center, 
Oberlaa, Vienna 
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The world of 
amusement and 
vending machines 
is waiting for you! 


5. International amusement 
and vending trade fair 


Messegelande Frankfurt/M. 


19. - 21.1.1984 


Present your program on 
the occasion of this 
important trade fair of the 
coin machine branch to the 
group targeted for your 
specialities. 

The atmosphere of IMA is 
dominated by customercare 
and new contacts, obser- 
vation of competition and 
market developments. 


Information from Fair Management IMA 


HECKMANN GMBH 
Messen + Ausstellungen 
Kapellenstr. 47 - D-6200 Wiesbaden 
Tel. 06121/524071 - Telex 4186518 


30 


hasn't had any complaints from 
players about 50-cent play. 
“Dragon's Lair and Astron Belt have 
helped the total drop of the arcade,” 
he added. “It's not a transfer of quar- 
ters, but all new quarters coming in.” 
Cinematronics began its initial ship- 
ments of Dragon's Lair in early July. 
Sega will not ship Astron Belt until 
mid-September. Rosenbaum said that 
even then the product “will be allo- 
cated because orders for the game 
are outstripping Sega’s production 
capability.” e 


RECESSION 
IS OVER, 
OPS TOLD 


The nation’s recession is over, and 
coin game operators should experi- 
ence a profitable second half of 1983. 

That's the opinion of Dr. Boris Parl, a 
professor in the School of Manage- 


ment at Northwestern University and, 


for 30 years, statistical coordinator for 
Vending Times’ annual “Census of the 
Industry.” 

Parl, and Arthur Fein of the oper- 
ating firm The Wainrite Group, 
assessed the current economic picture 
for the nation and the coin industry at 
the National Coin Machine Institute’s 
“Survival Seminar’ May 22-23 in 
Orlando, Florida. 

Parl noted that the recent industry 
collapse took its toll on manufacturers 
of coin-operated equipment. Amuse- 
ment game sales declined 75 percent 
while phonograph sales fell 50 
percent. But, he proposed, in 1983 coin 
amusement producers will participate 
In a predicted 30 percent increase in 
corporate earnings over the previous 
year. 

“The most serious economic 
depression since the ‘30s has ended,” 
Parl told coin industry leaders. Almost 
all economic indicators have shown 
consistent improvement during the 
last three months, an important signal, 
Parl offered, that the country’s 
economic slide has been reversed. 

The amusement industry should 
participate in the recovery in the 


Philip Moss & Co. celebrated the grand opening of its Denver office May 21, 
welcoming operators from Colorado and Wyoming. Funtrinics Pinball Palace 
won the grand prize, a Gottlieb Krull video, and a happy Jim Musick is pictured 
receiving the game along with (1 to r) Jack Hubka and Gil Pollock of Gottlieb, 
(Musick), and Jim Phillips (Denver office manager). 
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coming months, Parl said. Consumer 
spendable incomes are rising. More 
importantly, consumer spending— 
including dollars destined for recrea- 
tion—is climbing at an even greater 
rate. 

Assisting coin operators back to 
economic health, Fein noted, is a 
recent shakeout in the operator popu- 
lation and a gradual dissolution of 
excess inventories. 

“With inventories drained,” Fein 
noted, “operators will again control 
equipment flow.” e 


AMOA SHOW 
SOLD OUT 


The 1983 International Exposition of 
Games and Music, scheduled for 
October 27-30 in New Orleans, has 
sold all available booth space. 

The Amusement and Music Opera- 
tors Association, sponsor of the indus- 
trys longest running trade event, 
announced that 541 booths have been 
assigned to 157 exhibitors, filling both 
sides of the Rivergate Concourse, a 
popular New Orleans expo center 
near the Mississippi River. 


The AMOA spread represents a 
record size for the operator association 
show, an increase of 102 booths over 
last year. The increase includes 33 
exhibitors who have not previously 
shown at an AMOA exposition, includ- 
ing Nolan Bushnell’s new video game 
company, Sente. 

AMOA show organizer J.D. Meacham 
said the show could have sold more 
booth space had there been room. 

“Although AMOA felt an obligation 
to provide space for new exhibitors, it 
was not possible to accommodate all 
those making requests,” Meacham 
said. “One relief for this situation will 
be the move back to the Chicago 
Hyatt in 1984 when 700-plus booths 
will be available for the ‘84 Expo.” 

The host hotel for the ‘83 show is the 
New Orleans Hilton. The Hilton and 
several other of New Orleans’ newest 
hotels are within walking distance of 
the Rivergate Concourse. e 


GOTTLIEB 
CHANGES NAME 


D. Gottlieb & Company is no longer. 
The 56-year-old game manufacturer 


“Amusement Game Trends and Revenues” was the topic ata recent conference 
of the Association of College Unions—International (ACU—I) held in Hot Springs, 
Virginia. Those attending included: (l-r) Jim Jarocki advertising and sales 
promotion manager, Bally/Midway; John H. Cwan, executive director Student 
Auxiliary Services, Wright State University, Jim Hayes, president of Gem Music and 
Vending; and, Frank Seninsky, president of Alpha-Omega Amusements and Sales. 
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IN NEW YORK 
NEW JERSEY, 

CONNECTICUT, 
& LOUISIANA, 


WE CAN SERVICE 
YOUR NEEDS! 


(We're Arcade Spedalists) 


COIN MACHINE 
DISTRIBUTORS, INC. 


@ 425 Fairview Park Dr. 
Elmsford, NY 10523 
(914) 347-3777 


@ 304 Murphy Road 
Hartford, CT 06114 
(203) 2786-6626 


@ 11800-1414 Industriaplex Blvd. 
Baton Rouge, LA 70810 
(504) 346-6916 


NYC: (212) 536-1265 
Li: (516) 222-4540 
NJ G CT: (600) 451-2112 
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is still in business, but it no longer will 
reflect its founder’s name. 

Its new name is Mylstar Electronics. 
It will continue to produce coin-op 
games but will “expand our oppor- 
tunities to enter other high-technology 
segments of the entertainment indus- 
try,” according to Boyd Browne, presi- 
dent of the Chicago-based subsidiary 
of Columbia Pictures. 

Mylstar’s John von Lessen said the 
name change signals the company’s 
development of other types of micro- 
processor products. He declined to 
describe any new product ideas for 
Mylstar, only saying there are “many 
new product areas” the company is 
exploring. 

The company was owned by the 
Gottlieb family for 49 years until it was 
sold to Columbia Pictures in 1976. Sub- 
sequently, Columbia was bought by 
Coca-Cola in 1982. e 


NATIONAL TV 
SHOW FEATURES 
NEW VIDEOS 


A nationally syndicated television 
show titled “Video Game Previews” 
will “feature every new game that 
comes out,” according to show pro- 
ducer Pam Lundquist. The half hour 
weekly, scheduled to premiere in mid- 
september, is the brainchild of Nolan 
Bushnell. 

Developed by ViStar Productions, 
one of the companies under Bushnell's 
umbrella management group Catalyst 
Technologies, the show will introduce 
current video games, analyzing their 
play and demonstrating their graph- 
ics and sound effects. Show segments 
will cover video game events, industry 
shows, and technological develop- 
ments. It will also feature expert game 
players, as well as a panel of industry 
members. 

Additionally, Video Game Previews 
will sponsor a nationwide competition 
for players who will qualify regionally 
on selected games. 

The first episode includes an expla- 
nation of video disc technology and 
features Cinematronics’ Dragon's 
Lair. It also reviews Williams’ Sinistar 
and Taito’s Zoo Keeper. 
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“Video Game Previews’ is a very 
positive show for the industry,” Lund- 
quist told Play Meter. “It will interest 
consumers because the new games 
will be presented in an exciting and 
informative way.” 

The show will be hosted by Mark 
Ganzel, and a variety of co-hosts and 
guest stars will appear on every 
episode. e 


TAIWAN 
CLOSES 
ARCADES 


The government of Taiwan has 
completed a nationwide campaign 
against coin-operated video games 
by issuing a directive to all arcades to 
close their doors. 

The government pulled the plug on 
some 10,000 unlicensed games a year 
ago, but allowed about 600 licensed 
establishments to continue operations. 

The official Taiwan government 
view of video games is that they cause 
juvenile delinquency. 

Taiwan is one of the world’s major 
manufacturers of video game com- 
ponents, and the industry provides the 
nation with one of its most profitable 
export businesses. 

American industry sources close to 
the Taiwan video game community 
contend the government, under the 
control of the Chiang dynasty (Presi- 
dent Ching-Kuo is the son of Kai-Shek) 
is using the elimination of the games to 
publicize its efforts to steer the morals 
of youngsters. It contends children 
should spend their time working to 
build a strong increasingly productive 
nation. 

Taiwan has been the butt of criticism 
by much of the worldwide video 
game manufacturing community. 
Reportedly, almost all of the games on 
location in Taiwan are illegal copies. 
The situation exists, industry leaders 
say, because the island nation has no 
copyright laws. 

The government offered to buy 
video machines from licensed 
parlors to place in homes for the aged 
and schools where computer classes 
are taught. But the prices offered are 
below the machines’ actual values, 


and owners of the machines are 
reportedly unhappy with the govern- 
ment’s offer. © 


KOREA CANS 
ARCADES 


Concerned that video game rooms 
are distractions for students and pro- 
mote gambling, Korea has joined a 
growing list of nations determined to 
cut back students’ involvement with 
video games. 

On June 20, the Ministry of Educa- 
tion instructed school boards through- 
out the country to keep all high school 
aged students out of arcades. The pro- 
hibition extends to times when students 
are not ordinarily in class, including 
summer vacations. 

The highest educational agency in 
Korea said it has urged local educa- 
tion boards to keep youths away from 
electronic games because they are 
harmful to the students’ education. 
Korean anti-games campaigners 
Claim the electronic machines have 
led to a decline in students’ reading 
skills. 

A ministry spokesman said he was 
particularly disturbed that many 
game rooms‘ were altered to include 
gambling devices. On the same day 
the ministry made its announcement, 
Seoul police arrested an arcade pro- 
prietor on charges of illegally oper- 
ating electronic poker machines. It 
was the first arrest in Seoul for alleged 
violation of the nation’s gambling 
control law. 

Arcade operators in Seoul have 
further alienated government officials 
by refusing to obtain required licens- 
ing. An editorial in the Korea Herald 
noted, “Well over 8,000 such electronic 
amusement rooms are said to be 
enjoying brisk business across the 
country. We are particularly con- 
cerned that fewer than 800 are 
licensed with about 80 percent of the 
unlicensed in Seoul. 

“Almost all game rooms are said to 
be stuffy and poorly lighted,” the 
editorial continued. “We are worried 
about the ill effects such a bad environ- 
ment will have on youngsters, both 
spiritually and physically, not to speak 
of the effect of promoting gambling.” e 
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coin-op industry, turn to 
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| experience in the industry, by hours of 
interviews with the industry's news makers, 
| and by a dedication to uncover all sides of 
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NeADLINERS 


Digital Controls has conceded 
to the Florida Alcoholic Beverages 
division by instructing all opera- 
tors of Little Casino to turn the 
games dip switches to the off posi- 
tion, eliminating players’ chances 
of winning extra hands. Earlier, 
the Atlanta firm said it would fight 
the state's ruling that the possibility 
of winning two extra hands makes 
the game illegal (Play Meter, July 
l, p. 13-14). The division issued a 
letter June 15 saying the games as 
marketed in Florida, restricting 
play to four hands per game /can 
be legally operated. 


* * * * * 


The Pennsylvania Amusement 
and Music Operators Associ- 
ation has elected Timothy 
Buchanan executive vice presi- 
dent and Jody Stephens execu- 
tive secretary. Paul Corey, execu- 
tive vice president of the Ohio 
Music and Amusement Associa- 
tlon, will continue to assist PAMMA 
as an advisor/consultant. 


* * * * * 


Dynamo Corporation was 
named Manufacturer of the Year 
at the Amusement and Music 
Operators of Texas yearly con- 
vention in Austin. Jerry Kaler, 
AMOT president, also recognized 
Dynamo’s contributions and sup- 
port of the AMOT-sponsored Texas 
8-Ball pool league and tourna- 
ment. Nearly 200 operators 
attended the convention. AMOT 
plans to hold its ‘84 show in San 
Antonio. 


* * * * * 


Coin Machine Distributors 
of Elmsford, New York, has 
announced several new appoint- 
ments. Randy Taylor, former 
branch manager of Rowe Syra- 
cuse, has been named assistant 


sales manager. Heading the com- 
pany's Long Island branch is Joe 
Beston, a seven-year industry 
veteran. Joining the sales staff in 
Long Island are Pat Calarino and 
Rick Maher. Walt Bittal will 
handle sales in the Elmsford area, 
while Chris Hudson is responsible 
for the New Jersey territory. 


* * * * * 


Betson Enterprises, headquar- 
tered in New Jersey, has added 
Dave Myers and Ken Collard to 
its sales staff. Myers, with eight 
years of industry experience, 
having operated large routes in 
New England, will be involved 
with the home office’s sales admin- 
istration. Collard previously 
worked for Coin Machine Distrib- 
utors 1n New York and is assigned 
to Betson’s Long Island region. 


* * * * * 


William Peltier has been 
elected vice president, corporate 
communications at Bally Manu- 
facturing Corporation. Peltier will 
handle all communications 
activity, including public relations 
and advertising. He formerly held 
senior management posts at 
Bozell & Jacobs Inc., a national 
advertising agency, and at Lee 
King & Partners. 


* *% % H% # 


Peter M. Kopke, recently 
named legislative counsel for the 
Amusement Game Manufac- 
turers Association, will coordi- 
nate local legislative action and 
assist in information transfer 
among industry groups. On a 
national level, Kopke will monitor 
activities in the U.S. Congress and 
the federal agencies which have 
regulatory authority over the 
coin-op industry. 


* * * * * 


Mike Rudowicz has assumed 
the newly-created position of vice 
president of marketing at Bally 
Distributing. His responsibilities 
include analyzing industry trends 
and creating new areas of pro- 
fitability. Rudowicz formerly 
served as southeast regional 
general manager of distribution 
operations at Rowe International 
for four years. 


* % % HH  & 


The Amusement Game Manu- 
facturers Association has avail- 
able three new publications. To 
receive “This is AGMA.” a mem- 
bership brochure; ‘Participating 
in a Charity Event—A How-To 
Manual for Amusement Game 
Operators;” or “Coin-Operated 
Amusements and Your Commu- 
nity,” an updated fact sheet jointly 
published by AGMA, AVMDA 
and AMOA; contact AGMA, 205 
The Strand, Suite 3, Alexandria, 
VA 22314. Telephone: 703/548- 
8044, 


et HH He 


Corporate headquarters of 
Bally Manufacturing Company 
are now located at the President's 
Plaza Building, 8700 West Bryn 
Mawr Avenue, Chicago, IL 60631. 
The new telephone number is 
312/399-1300. 


et HH He 


Atari is now marketing Nin- 
tendo’s Donkey Kong and Don: 
key Kong Junior for home com- 
puter systems. Nintendo also plans 
to launch a@ major advertising 
campaign for its handheld LCD 
game line, featuring Donkey 
Kong, Donkey Kong Junior, 
Donkey Kong II, and Mario Bros. 


— By Dawn Adorno 
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The great success of Hunchback on CVS (Convertable Game Systems-Century Electronics) 
has created considerable demand to put this “hit" game on to Galaxian/Scramble 


type boards. 


That's why Century Electronics have developed and Crown Vending is selling-PLAYPAK. 
A very cost effective means of putting Century's unique games within the reach of non-CVS 
operators. 


AVAILABLE IN THE UNITED STATES—ONLY—FROM: 


CROWN VENDING CORPORATION 


111-59 44th Ave., P.O. Box19 ¢ Corona, NY 11368 ¢ 212/592-7070 
(Call Collect) 


For complete details, return the postage-free postal card. 
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C-STORES 
OFFERING VIDEOS 
NEARLY TRIPLED 
IN 1982 


BY MIKE SHAW 


ideo game operators have been 

dealing with what they believe 

is one of the industry’s most 
devastating conditions—too many 
games in too many locations. But this 
does not hold true for one major loca- 
tion type. Convenience stores, or 
C-stores, are adding videos at a break- 
neck pace. 

C-store industry officials vary to an 
alarming degree in their statistical 
views. But they do agree C-store sales 
continue to grow through the econom- 
ically uncertain years and that C-store 
preoccupation with video games adds 
to their profitability. 

According to the National Associ- 
ation of Convenience Stores, the num- 
ber of stores grew by 7 percent in 1982 
over the previous year; the number of 
locations courting video game players 
nearly tripled. NACS estimates that 68 
percent of 37,000 convenience stores 
currently offer video games. 

From there, the statistical picture of 
video games’ role in the C-store profit 
picture is arguable and murky. But it is 
safe to say that, while the amount of 
revenue generated by the games is 
small in comparison to the entire store 
take, C-store companies just love 
videos, mostly because their profit 
margins are extremely high. 

In fact, a researcher for the C-store 
News told Play Meter its soon to be 
published 1983 Industry Report will 
show videos provide a gross profit 
margin of 54 percent for store opera- 
tors, the highest gross profit margin of 
all C-store items polled. 

The Southland Corporation main- 
tains some 7,000 stores and is by far 
the largest C-store company. It has 
known since 1972 that coin-op games 
are an asset to a retail business that 
caters to a very mobile population in 
search of a wide variety of items. It was 
in °72 that Southland put pinball 
machines into its 7-11 outlets. Since 
then, the games have witnessed the 
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phenomenal growth of a company 
which has become so big it recently 
bought its own oil company (Cities 
Service). 


Game purchases increase 

In April 1982, Southland counted 
13,000 amusement games in its con- 
venience stores. The company owned 
slightly more than 10 percent and con- 
tracted the rest through local opera- 
tors. Slightly more than a year later, 
Amusement Game Manager Greg 
Wroblewski reports the company 
owns 53,000 games and uses local 
operators to locate another 15,000. 

Another C-store giant is National 
Convenience Stores (Stop ’n Go). It 
recently acquired a 125-store West 
Texas chain, giving it 1,150 locations 
in 11 western and southern states. It 
has built its game inventory to 2,500 in 
just a couple of years. The Houston- 
based firm also uses local operators in 
some of its West Coast stores. 


Monte Ikner 


C-store chains have experienced a 
smaller player base, just as other video 
game outlets. But the decline in players 
has not dramatically devastated video 
profits, nor caused C-stores to be wary 
of electronic amusements. Perhaps it is 
because, as store game managers con- 
tend, games and C-stores go so well 
together. 

“Our game revenues are up for 
1982,” Wroblewski explains. 7-I1s, as 
neighborhood stores, provide easy 
access to youngsters, “pre-mobile kids. 
More than half our players walk or 
bike to the stores,” he offers. 

As undeveloped as overall C-store 
industry statistics on videos’ perfor- 
mance may be, miles of computer 
printouts are poured over by company 
game managers charged with con- 
trolling corporate video populations. 
Monte Ikner of NCS keeps elaborate 


charts on the performance of each 
game in each store and compares them 
to other complex charts he has devised 
to track each game’s performance as it 
appears and reappears in the Play 
Meter “Equipment Poll.” 

He studies players, too, to deter- 
mine in which location the “skilled 
players” are likely to be getting the 
most they can from a quarter. Those 
stores get different games from 
“amusement player” hangouts. 

But his ultimate chart is a simple list 
of his game rankings determined by 
gross earnings reports compiled twice 
weekly by each store funneled through 
each 27 NCS regional offices. The 
report is updated each week, ensuring 
nothing too bad will last too long at 
any NCS location. 


Distributor help 

C-store firms benefit by being big 
game buyers too. Distributors com- 
monly loan the chains new games to 
see how they will fly, and manufac- 
turers have even come calling (“a lot 
more attentive now that their sales 
have declined,” Ikner grins). 

Outside of a few uncharacteristic 
incidents, C-stores officials report 
store locations have had little trouble 
with juvenile delinquency problems. 

“Whatever nuisance the games 
might be, stores have found it to bea 
controllable situation,’ National 
Association of C-stores Director 
Harry Hunter comments. 

Ikner says a company survey 
revealed 70 percent of Stop ’n Go's 
customers had no opinion at all as to 
whether videos affected their decisions 
to shop there or their comfort while 
shopping. 

“Our problems with crowds of kids— 
and they do gather to play the games— 
have abated rather than worsened. In 
only one instance have we had to move 
games out of a store,” Ikner explains. 
“The games have been a very positive 
factor for our stores.” 

While C-store game managers look 
to a bright future (which includes 
larger stores with separate and larger 
game room facilities), independent 
operators can look to benefit from 
some of the C-store success with coin- 
op games. Unhappy experiences with 
owning their own gasoline equipment 
and the coin-op industry’s tendency 
toward advanced technology should 
combine to make C-store owners less 
likely to build video game inventories 
and more likely to look to local opera- 
tors for service. 

“C-store sales were up 14 percent in 
1982,” offers Hunter, “but the low 
profit margins associated with gaso- 
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line sales led toa profitability decline 
of 2 percent from the previous year.” 


Sharing revenues 

“When gas was so profitable, a lot of 
us bought our own equipment,” a 
C-store News researcher Says. “But 
when profit margins on the gas fell, 
Sharing revenues with equipment 
suppliers looked much better.” Shar- 
ing video revenues might appeal to 
more C-store folks too. 

Wroblewski is concerned that high 
technology games might become so 
expensive it would be best to let 
independent operators take the plunge, 
but counters that conversions are 
making corporate ownership more 
appealing. 
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When Southland decides to use out- 
side operators, Wroblewski Says there 
are set priorities in their selection. 

“Most importantly, he has to show 
financial stability,” he notes. Then 
there are three other considerations. 
The operator should have quality 
games and a quantity of machines, 
and—he stresses it is the least of his 
three concerns—offer a good split. 

“We would rather accept a relatively 
small split to ensure we have plenty of 
quality games available from our local 
operators,” Wroblewski insists. The 
split varies radically, he Says, but 
Southland averages a 53 percent cut. 

The success C-stores have experi- 
enced with videos could lead to more 
locations for games. The seriousness 


312/658-6166. 


with which they approach videos— 
which represent less than half of a 
percent of all C-store items sold—is 
evidence of their preoccupation with 
the games. 

Too, the preferential treatment 
large operations get from distributors 
and manufacturers at buying and 
trading time has helped provide a 
Safety margin against industry uncer- 
tainties and enabled them to profit 
from even the slack periods of video- 
mania. 

It is an educated guess that C-store 
customers—and isn’t that almost 
everyone—will continue to find elec- 
tronic games in increasing numbers 
of convenience stores throughout 
America. e 
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n the coin-op amusement indus- 
try, even the changes are going 
through changes. Last year it was 
predicted that with the demise of many 
arcades, businessmen would start 
combining coin-op amusement games 
with other operations such as food and 
sports. 

For instance, many videos are 
placed in skating rinks (Play Meter, 
May 15, p. 91). Yet there are other 
sporting locations to consider. 


Putt-Putt Golf and Games 

Many of us grew up playing Putt- 
Putt Golf, a popular form of family 
entertainment. Putt-Putt Golf is 
celebrating its 29th year in busienss. 
The first Putt-Putt Golf course opened 
in Fayetteville, North Carolina, in 
1954. There are now more than 1,000 
locations in 32 states and five coun- 
tries. 

Since Putt-Putt Golf could not be 
played in some northern states during 
the winter, Putt-Putt Golf made a 
move in 1978 to create a 12-month 
Operation by incorporating game 
rooms. 

“In the early days, no one could 
foresee how positive the video game 
industry would be on our business,” 
commented David R. Lloyd, president 
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By Valerie Cognevich 


of Putt-Putt Golf Courses Interna- 
tional Inc. “At first many were skepti- 
cal about the marriage of the two 
industries. On one hand both were 
recreational, leisure activities. But on 
the other hand, many Putt-Putt Golf 
purists believed that Putt-Putt did not 
need anything else.” 

The first two experimental combi- 
nation golf and games opened in 
Asheville, North Carolina, and Rock- 
ford, Maryland. Fears and doubts 
abated, and Lloyd agreed that games 
have been a tremendous boost to the 
Putt-Putt Golf industry. 

“It has allowed us to go into areas 
we couldn’t have considered in the past 
because we were a seasonal business. 
The games have also given us a man- 
agement continuity we couldn’t match 
before,” Lloyd said. Since 1978, 
approximately 180 combination golf 
and games facilities have been built. 
Other existing facilities were remod- 
eled to accomodate game rooms. 

In some locations golf out-grosses 
the games, according to Lloyd. But on 
a national average, the games gross 
twice as much as the golf. 


Non-video additions 
The coin-op amusement industry is 
swaying towards non-video equip- 


ment, and Putt-Putt is following suit. 
A year and a half ago, all game rooms 
in Putt-Putt Golf courses operated 
only videos and a few pins. In 1982 the 
first bowling target game was used ina 
Putt-Putt location. Now about half 
the locations are using a combination 
of video, pin, and bowling targets. 

“We're like everyone else in the 
industry,” Lloyd said. “We are waiting 
for the next generation of video games. 
In the meantime, we are looking at 
other non-video pieces.” 

The Norton Company has designed 
a custom bowling target game for the 
Putt-Putt Golf courses called Putt- 
Putt Lanes. Lloyd also mentioned that 
they are using Chexx and other 
mechanical games that do not age as 
quickly as video. 

Putt-Putt Golf and Games has 
enjoyed and earned a reputation of 
being a wholesome, family oriented 
business, and corporate personnel 
Stress to their managers to uphold that 
image. 

“The 12-18 year olds just don’t have 
that many places to go,” Lloyd said. 
“We want to fulfill that need with our 
combination of golf and games.” 

“The main thing we have tried to 
stress is image. We have been strict 
with our standards of operation. We 
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Here is a well-planned game room in a Putt- Putt Golf and Games location. 
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This modern, well-run center is why bowling Pictured is a location combining 
proprietors frown when their locations are water slides and games. 
referred to as bowling alleys. 


The game room at Don Carter Lanes isn’t that busy early in the morning, but at night 
(during the bowling leagues) you can barely walk through it. Next to this game room is 
a room twice the size where pool tournaments are held. 
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have also diversified somewhat from 
the confines of what you’d calla game 
room. We have added birthday party 
facilities, and many of our locations 
serve food. 

“The reception to our concept of 
golf and games has been positive 
because we've created an environment 
that is crucial to the on going success 
of the coin-op amusement industry. 
We offer a proper facility with proper 
management controls,” Lloyd contin- 
ued. “We offer our managers a publi- 
cation for their game room operations 
and one for the golf operation to keep 
them informed. We want them to do 
the best job they can.” 


Water slides 

Water slides are a type of location 
where videos can be combined with 
other forms of entertainment. Unfor- 
tunately, several managers believe the 
water slide concept seems to be a fad 
that did not develop. Last year there 
were three water slide locations in the 
New Orleans area. This year one has 
closed, one will close after this season, 
and the other one is doing fair. 

John Hyver, manager of Fun Lodge 
(water slides and games), said “Games 
and water slides are both fads, and 
kids start looking for something dif- 
ferent. My property is too expensive to 
have an operation like this, so this 1s 
my last season.” 

Hyver claimed that games accoun- 
ted for very little of his business. The 
game room stayed open for the winter 
months while the water slide was 
closed. He feels that it was not worth 
i: 

Dave Leonard, who operates Water 
Works Water Slide, is doing just the 
opposite. His game room has not been 
open during the winter in the four 
years he has been in business, but he 
intends to open it this winter. “Only 
about 10 percent of my business 1s the 
games, but since I use a local operator, 
I can pick up some extra money with- 
out any investment,” Leonard said. 


Bowling centers 

Water slides may be a fad, but one 
operator calls bowling “the backbone 
of America.” 

There are about 8,400 bowling 
centers in the U.S. According to Hal 
Davis, director of communications of 
Bowling Proprietor magazine,prob- 
ably all of them operate game rooms. 

“It is a good additional income,” 


Davis noted. “When you have as many. 


people through a location as you doin 
a bowling center, people will always 


find games. A bowling center is the 
ideal place to put games because 
parents bring children with them, and 
kids can play games while the parents 
bowl.” 

Those in the bowling business use 
the term bowling centers and not 
bowling alleys. They stress this dif- 
ference which has to do with image. 

“Someone who has not been in a 
bowling center is the last 20 years may 
still visualize a basement with spit- 
toons on the floor,” Davis pointed out. 
“With the upgrading of the bowling 
center, there has also been an upgrad- 
ing of the bowling proprietor. They are 
upstanding businessmen in the com- 
munity,” Davis continued. “They 
belong to the chamber of commerce 
and are elected to public office.” 

Don Carter Lanes is a large bowling 
center chain with nine operations. 
Hop Hopper of Don Carter Lanes in 
Gretna, Louisiana, also mentioned 
that he prefers the name center to 
alley. “Bowling alleys have not had a 
very good image. We are trying to run 
a Clean, well-run operation to over- 
come the image problem,” Hopper 
said. 

At Don Carter Lanes bowling and 
games complement each other. One 
rule the company follows is keeping 
kids out of the bowling center during 
school hours. According to Davis, this 
practice is widespread. “You have to 
have parents on your side in this 
business. And this is one way parents 
feel that you are trying to solve some of 
the problems associated with video 
games,” Davis noted. 

Hopper estimates that 12,000 
people per week come in the bowling 
center. Some only play video games 
(though not a large percent) while 
many bowl and play games. 

“Our video business has fallen off a 
little,’ Hopper noted, “but not as 
much as some arcades have. We have 
so much more to offerthanjust games, 
so we don’t notice the loss as severely.” 

In Kenner, a city close to New 
Orleans, a game room cannot be 
opened. Only two games are allowed 
in any one location and that law has 
never been overturned. However, Don 
Carter Lanes has been given permis- 
sion to open a 35-game game room in 
the bowling center in Kenner. This 1s 
the average number of games in each 
the Don Carter locations. 

“We feel that because we run sucha 
reputable, clean, well-managed opera- 
tion that we have been allowed to open 
in Kenner where arcades are not 
allowed,” Hopper said. e 
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COINMAN INTERVIEW 


John Farrand 


Atari’s video game sales were plummeting and stock 
values tumbling as 1982 drew to a close. Try as it did, 
parent Warner Communications found it just wasnt 
enough to chalk off Atari’s decline to a temporary slump in 
the game industry. To the layman—who sees Atari as 
synonymous with the video game—the company’ sagging 
earnings were perceived as the end of a fad. 

Industry personnel weren't swallowing the company 
line either. In 1980, Atari had its most successful game 
ever, Asteroids. Then in 1981, when U.S. operators bought 
470,000 video games, Atari led the league with a host of 
playable games and a 30 percent market share, about 
141,000 games—despite Bally induced Pac-Man fever and 
Williams’ “Game of the Year,” Defender. 

But in 1982, when manufacturers sold more video 
games than ever before, Atari lostits spot at the top, falling 
to a succession of Pac-Man siblings, a Donkey Kong or 
two, and a host of other companies who outcreated the 
creator. 

Atari’s market share fell to 23 percent (second to 
Midway’s 33 percent). More importantly, it sold about 
12,000 fewer games than it did the year before. 

As an increasingly disappointing 1982 was hobbling 
toward the finish line, Warner looked for a new face to 
redirect its coin-games division. It settled on John Farrand 
as division president, an affable Britisher, young and 
intelligent—the perfect image for a very image conscious 
company. 

The changes that accompanied Farrand during his 
initial months as president of Atari Coin-op reflect the 
lessons he learned during more than 20 years as an opera- 
tor, two decades that culminated in a general manager's 
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position with England’s Music Hire. The company, during 
Farrand’s management, became the second largest opera- 
ting firm in the world. 


Q. It is generally believed that a proliferation of games 
hurts the industry. But as it reaches the midpoint of 1983, 
Atari is producing more games then ever. How do you 
account for this seeming contradiction? 

A. To stop providing new machines is most certainly, in 
my opinion, very damaging to the business. It cannot be 
forgotten that our customeris really the guy or the girl who 
puts a quarter inthe machine. And it’s those people that we 
have to continue to satisfy. 

It is that player who desires new machines. If he 
doesn’t get them, he starts to lose interest in the machines 
that are there. And it is totally illogical to think that if no 
new machines come into the market, the level of earnings 
will stay where they are today. They will not. They will 
decline, rapidly and substantially. 

Our idea at Atari is not to flood the market with a 
whole range of games. Our philosophy is to design imagi- 
native, innovative games that will excite the players. We 
will not market products that have tested unsuccessfully. 
We will only market products that test in the range of the 
top two games that are already on the market at that time. 
If, because of our ability, we can produce more Number 
One and Number Two games than anyone else, we should 
put these into the market because the market benefits. 

I want to try to differentiate clearly between just 
deciding to bring to market five games and having five 
excellent games. I agree that no one can decide, let’s say in 
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August, to launch 20 new machines. That would be insane. 
But, if the operator does his job properly, only the manu- 
facturer should suffer for launching too many machines. 


Q. That seems to be the great mystery of the marketplace. 
How can an operator choose a game that will be a good 
earner when he’s looking at, say, 10 new games? He can’t 
wait until the game has proven itself, because by then it 
could be too late. 

A. The operator has a twofold problem there. If he is 
going to be better than his competitors, he has to be able to 
identify the best machines before anyone else. He also has 
to be more accurate in identifying the best machines than 
anyone else. 

For our part as a manufacturer, we have done a tre- 
mendous amount in the last six months to establish new 
and better ways of testing product. I really believe the 
market is seeing the results of that. We have killed more 
games than we have brought to market because our testing 
methods are far more severe than they were six months 
ago. 

We are spending time with our distributors, and we 
are, in fact, giving series of talks to the distributors on just 
how we test games. We passed along some of the new 
techniques we've learned from our accurate testing. And 
we are asking them to pass the techniques on to the opera- 
tors. We are also going to give the distributors the test data 
with the machines. 

This is a complete departure from Atari’s old policy, 
and I think the policy of most manufacturers. But if our 
policy is to launch only Number One and Number Two 
games, why shouldn’t we give the data, and in fact, why 
shouldn’t the operator demand that data from his distri- 
butor? 

This program started with Star Wars. For the follow- 
ing series of product, the amount of data that’s provided 
with each new game to the distributor will increase. 


Q. How have you improved the quality of test data? 

A. For one, we have developed techniques that show how 
a machine will do, given different sets of location data. We 
know that we can test a machine in an arcade, and it may 
not be good for the street and vice versa. But if you can 
normalize those variables, it is possible to test one kind of 
location and then predict what the game will doin another 
kind of location. 

We also now test a much, much larger sample of 
machines, and we make sure that we test them on a good 
cross section of locations. So it’s not just arcade vs. street 
locations. We test in the various types that exist in those 
two sections of the business. The larger data base the 
manufacturer has, the more accurate his information is 
going to be. Rather than testing two or three machines, we 
are testing maybe 25 or 30 before we even give samples to 
our distributors to do further tests. It’s a big investment, 
but investments pay off. 


Q. As a managing director at Music Hire in England, you 
guided a company that became the world’s second largest 
private operating company. Detail your operating back- 
ground and things you learned about operating during 
those years. 

A. I started about 22 years ago as a technician. When | 
reached a management position, my general responsi- 
bilities were to run part of the operation, particularly to 
increase its profit and to expand the operation. Over a 
period of 10 years, the company grew from having perhaps 
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2,000 units to close to 20,000. At that point, our rate of 
expansion slowed. During that period, I worked in virtu- 
ally every function of operating, culminating in running 
the operation. 

I think there are a number of basic differences between 
operating in Europe and operating in the U.S. Let’s take 
England as the best European example. There the majority 
of locations are owned by the breweries. The breweries 
select from maybe 200 operators. About 10 years ago, they 
were able to start to compare one operator with another. 
There were no contracts, so one gained or lost business 
purely on his performance—the earnings of the machines. 
Because all machines were available to all operators, you 
had to make your machines earn more than your competi- 
tors’. So about 10 years ago, the industry started to look at 
ways and means of making machines earn more money. 

Everyone could access the best equipment, so it 
became a matter of buying machines at a faster rate than 
the competitors. Once you’d done that, it was important to 
find the best way of operating those machines within the 
location. We found many ways to maximize locations, 
from positioning machines, to getting the right number of 
machines in, to selecting the types of machines for types of 
locations according to their demographics. 

We knew then, and knowtoday, that you can segment 
the machines into demographic groups. Some machines 
are preferred by females, some by males, while some will 
attract a very wide demographic range. 

In summary, the operators spent 10 years concen- 
trating on ways and means just to manage the machines 
more professionally. If you performed below the average 
of all operators with the breweries, you lost the business. If 
you performed in the top three, you would pick up that 
business. It was a very, very competitive market. 

For a period of time, operators tried to gain business 
with breweries by giving them seemingly better terms— 
that is, higher percentages. They also experimented with 
cheaper prices of play. But it wasn’t long before both of 
those techniques proved unsuccessful as far as increasing 
earnings in the cash box. 

On the split issue, operators quickly realized that if 
you re allowed to invest more money relevant toa particu- 
lar location, you have an opportunity to earn a higher 
gross. They proved that it was better to use a fast replace- 
ment cycle and give the brewery a smaller percentage. 

One could go to a brewery and say, “I’m going to 
operate my machines ona 50-50 split with you.” A compet- 
itor might say, “I’m going to give you only 40 percent, but 
I’m going to give you a newer range of machines.” It was 
demonstrated that a 40 percent cut with the newer machines 
produced significantly higher earnings than the 50 percent 
cut of older machines. 

Because the breweries were pretty professional organ- 
izations and did a lot of statistical work, it was fairly easy, 
first of all, to get them to cooperate. Secondly, once the 
results of the experiments were established, it was easy to 
get them to go along with the different term structure. 

If we look at the jukebox end of our industry in 
England, I would say the typical terms are 65 percent to the 
operator. It’s been demonstrated the location is better off 
with that 35 percent. 


Q. How might these discoveries pertain to American 
locations? 

A. Here, particularly in the video game business, you have 
a lot of new people that have come into the business with 
the growth. They haven’t been through many of these 
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exercises, and they haven’t experienced the different ways 
of running the business. Consequently, they see the way to 
get new business is either to give more of the takings away, 
or to find some way of seemingly giving a better deal to the 
locations. 

If there’s one thing we have to do with our industry 
here, it is to realign what happens to the gross machine 
earnings. It’s a tough challenge. When I talk to people on 
the subject, they say, “I have a competitor down the road. 
If I go to my location and say I’m only going to give you 40 
percent, that guy is going to come and offer the same 
machine at 50-50.” That may be, but over the long haul the 
guy who gives 50-50 is not likely to be in business. 

So what we have to dois try to run our business for the 
long term, not for the short term. | think many operators 
have to be brave and say they are only prepared to operate 
on this basis. What’s happening is a lot of people are 
running scared, and there’s probably good reason because 
the dynamics of the business have changed. 

A lot of the responsibility falls on the manufacturer. 
It’s his responsibility as part of the three-legged industry to 
produce innovative, high earning games. At Atari, that’s 
our goal. 

We might be better having fewer machines, for a 
period. But as new technology comes about and we can 
produce games that have a wider appeal, that attract new 
players, then we can grow the machine base again. It is 
another thing that really falls into the manufacturers’ area 
of responsibility. 


Q. You believe operators are incorrect when they think of 
growth and expansion in the same terms. Could you 
explain? 

A. I worry sometimes about the general philosophy that 
seems to exist—and it seems to exist in virtually every 
country in the world—that the name of the game 1s, “How 
many machines do I operate?” rather than “How much 
profit do | make?” 

It seems that whenever a new opportunity comes 
along, the industry tries to place as many machines as it 
possibly can without considering where the levels of profit- 
ability exist. This has been clearly demonstrated in the 
video game business—too many machines went into either 
too many locations or too many of the wrong type of loca- 
tions. For instance, I’ve seen 7-11s and that kind of store 
with 13 and 14 machines when eight would probably be 
more profitable. 

What the operator tends to do is to submit to the 
demands of the location far too easily. He puts more 
machines in for fear of losing the location. But why not lose 
the location? If he’s not making any profit, what is the 
point in hanging on to it? 

I know all this sounds, perhaps, too easy from where I 
sit. But I can say for me and for Music Hire it most cer- 
tainly did work: to take the line that we did not want any 
business that was not profitable. The name of the game is 
to be profitable, not to be the largest. And I think some 
people have those two areas mixed up. 


Q. Did Atari change its approach to in-house product, 
especially during 1982? It seems most of Atari’s successful 
pieces are licensed from outside sources. 

A. Particularly in 1982, we had a bit of a dry spell for 
internally developed games. It’s not uncommon, though, 
in any creative group to go in cycles. It’s very difficult to be 
consistently creative. It seems to go against the real mean- 
ing of the word. 
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But we have wanted to achieve three things, and | 
think we’re on track to doing that. First, we wanted to be 
primarily the creator of in-house product. We wanted to 
have a team of creative people that could stretch technol- 
ogy and thereby stretch the players’ imagination. The 
second thing was to understand the business from the 
distribution aspect, so we could better provide the distrib- 
utor with what he needed. Third, we wanted to havea good 
understanding with the dynamics at the Operator level. 

Over the last six or nine months, we’ve progressed in 
all those areas. We have a lot of experience now—a lot of 
experienced people from the operating business and from 
the distribution business. Our engineering group has 
started to produce very innovative product. 

Unfortunately, the world can’t see what I see. But Star 
Wars is a marvelous example of creativity and technology. 
Millipede, incidentally, was an in-house game, and sales 
and earnings on that game have been substantial. For this 
year, to date, we have had success with almost as many in- 
house products as licensed products. Looking at the next 
three or four months, everything is in-house, and these are 
going to be some startling products in terms of the differ- 
ences to products in the marketplace now, and more 
importantly, in the earning ability of the machines. 

We will still license some product, because no one 
company will ever corner creativity completely. Our policy 
is to produce the majority of machines that we market 
from our internal resources, but at the same time, to take 
advantage of other creative sources around the world. 


Q. Recently Atari bought the 40-site Space Port arcade 
chain. Does this mean the world will see another manufac- 
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turer aggressively competing in the operating business? 
Moreso, should operators be concerned that manufac- 
turers are getting more involved in the operating end of the 
business? 

A. No, they shouldn’t. We do not want to become the 
largest operator in the U.S., but we do want to become a 
profitable operator. We do not intend to buy every avail- 
able company. In fact, we have purchased only one com- 
pany. 

The reason we did that is threefold. First, we believe as 
an organization we can profit from Operating, and we 
believe in operating. Second, for a manufacturer to have a 
better understanding of what is going on day by day at 
operator levels, having our own route is an excellent way to 
do that. It puts us in closer contact with the players. The 
third reason is that we have a number of new ideas best 
described as different ways of marketing coin-operated 
machines to the players. 

We're going to be doing this in areas where operators 
do not presently exist. We’re not going to be opening a 
game room next to an existing operator. We’re trying to 
attract a slightly different market with a totally different 
concept. And I think everyone will benefit from this 
concept. It will demonstrate that what we have to accept 
for a single site location or a game roomis not the only way 
to operate machines. This is important because no matter 
who finds new ways, or better ways of running machines, 
the whole industry eventually benefits from that. 


Q. Atari stands out as the quintessential representative of 
home video game production. A gripe of operators today is 
that the quick publication of home cartridge versions of 


USED GAMES 


Centipede 
Donkey Kong 
Grand Champion... . 


Jungle King 
Kangaroo 
Kick-man 


NEW ARRIVALS| 


Congo Bongo ¢ Mad Planets 
Bubbles ¢ Journey 
Gyruss e Star Trek 

Zoo Keeper e Sinistar 
Mappy ¢ Xevious 


The call is FREE. 


Let us tell you 
how else we can 
Save you money!!! 


Over 30 factory-authorized kits to convert your 


Missile Command... 
Omega Race 


Space Invaders .... 
Space Fury 
Stargate 


FACTORY AUTHORIZED KITS 


Vanguard 
Wizard of Wor 


low-income generating games to new, more 


15191 Telegraph/Redford, MI 48239 
313/534-7880 


popular ones. Make your locations happy by 
supplying them with a “new” game at 1/3 of 
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popular arcade games is hurting coin operators’ chances of 
getting the most revenue they can from their games. 

A. First, in general, the consumer product comes into the 
market usually even longer than six months after the intro- 
duction of the coin-op product. Certainly, as far as Atari’s 
concerned, there has never been a simultaneous launch of 
the product. But that’s not to say that I don’t think there 
should be or that I think that would be totally damaging. It 
depends on the game. 

Take, for instance, Pole Position. There is no way a 
player playing a home game can experience the amount of 
interaction and satisfaction he does from the coin machine. 
In that instance, we benefit from the tremendous amount 
of public awareness brought about from consumer adver- 
tising. 

Pac-Man is a wonderful example of that. The Pac- 
Man phenomenon was not created just by a coin machine 
game. In fact, in Europe it was not a phenomenon at all. I 
think Atari is very responsible for creating the massive 
market for Pac-Man. With its home version, and the 
marketing, Atari benefited the coin machine business, 
both with Pac-Man and Ms. Pac-Man. 

There are, of course, some games that can be well- 
represented in the consumer version. But, in general, these 
are few and far between, and with that kind of product, one 
would not want to produce the two so closely together. 

I think 1982 was, for most coin manufacturers, a year 
of the plateau in technology, while the consumer business 
was developing technologically, putting many new systems 
into the market. Therefore, the gap between the consumer 
products and the coin-op products closed in 1982. Now if 
in 1983 and 1984 we in the coin business don’t do anything 
to excite our players—by way of new machines and better 
presented machines—the consumer business may start to 
bite into the coin machine business. 

The consumer business 1s smaller in gross dollars than 
the coin machine business. The approximate figures for 
1982 were something like $5.5 billion spent on consumer 
products as compared to more than $7 billion in quarters 
dropped into video games. So the consumer game is 
certainly not taking over, as some might say. 

But when you look at the consumer business (bearing 
in mind it’s smaller), when you look at what those people 
put into the marketing, it is tremendous relative to what 
we re doing as an industry. I think it’s a point that people 
often miss. The coin machine business is bigger than the 
consumer business, but the energy we put into new ideas 
and new techniques to excite players is far less than the 
consumer people do. 

One has a much larger scope with a coin machine 
game, and as long as we don’t restrict creativity and tech- 
nology, I don’t think the consumer business is a threat. 
Speaking for Atari, with what we have coming technolog- 
ically and in the overall product we are creating, there is no 
way the gap is going to get closer—in fact, the gap is going 
to get wider. 


Q. Does that advanced technology include a laser disc 
game from Atari? 
A. Certainly that’s an area we and many other companies 
are looking at. I think laser disc will not replace all of the 
technology that we use in games today. It is a different 
medium for creativity, and it will produce a different form 
of game, rather than a game to replace all previous games. 
But existing technology is accelerating at a terrific 
rate, and over the next year, it is going to be just as exciting 
as video disc Is. e 
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FOOD FOR THOUGHT: 


Keep Players Longer, 
Project A Family Image 


“C'mon. Let’s go get something to 
eat,” says a guy watching his friend 
play a video in an arcade. 


“No,” says his buddy excitedly 
hitting the “Shoot” button on a new 
video. “I’m starting to rack up the 
points on this game.” 


, 


“Well, I’m going ‘cause I'm starved.’ 

“OK,” says the player putting the 
quarters back into his pocket. “We'll 
come back later.” 


How many times have you wit- 
nessed this scene in your arcade and 


By Laura Braddock 


wondered about offering food? If you 
had a snack bar, players may, on the 
average, stay in your location longer 
and, consequently, drop more money 
into your equipment. But food sounds 
awful risky. Besides, it’s not for every 
location. 

No, it’s not for every operator. But 
in some arcades, food keeps players 
in locations longer, and it projects a 
family image. 

“It depends on your circumstances,” 
says Scott Lovering, vice president of 
retail operations for Bullwinkle’s 


Scott Lovering, Vice President of Retail Operations for 
Bullwinkle’s Family Food ’N Fun Restaurants 
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Family Food ’N Fun restaurants. “If 
your peak hours warrant it, then yes.” 

(Bullwinkle’s is a themed restaurant 
featuring games, a computerized water 
show, and animated versions of 
cartoon characters. A restaurant is 
located in Santa Clara, California, and 
in Edmonton, Alberta, Canada. There 
are commitments for 22 more restau- 
rants.) 

Aside from the number of players 
you average, there are specific space 
and game suggestions. Lovering sug- 
gests having at least 50 games before 
considering a snack bar. 


Space requirement 

Harvey Sussel, corporate president 
of Eastgate Coliseum in Cleveland, 
Ohio, believes an operator should 
have at least 1,000 square feet. East- 
gate Coliseum is a large recreation 
complex featuring Wonderland, a 106- 
game video arcade, a 50-lane bowling 
alley, swimming pool, lounge, snack 
bar, and pizza parlor. (Play Meter, 
June 1,9; 36) 

J. C. Evans Sr., vice president of 
Gold Medal Products in Cincinnati, 
Ohio, which supplies snack foods to 
arcades nationwide, agrees that 1,000 
square feet is the “absolute rock- 
bottom minimum.” (Play Meter, 
February 1, p. 86) 

Arcade consultant Alan Saffron 
says to stay away from food if the 
arcade has between 20 to 30 machines. 
(Play Meter, June 1, p. 55) Saffron 
also says food should be available only 
if the arcade has a special feature—a 
theme-oriented center, animation, or 
film work with a wide-screen TV. 

Now that you’ve read the experts’ 
qualifications, examine some of the 
benefits they say come from offering 
food. 

“We offer a service,” Sussel says. 
“People always want to eat. Food 
gives a better family image.” 

“Food is a means of retaining 
personnel longer,” Lovering suggests. 
And he believes food is an extra—it’s 
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Food needs to be marketed in an appealing way. 
Notice the back-lit transparencies above the counter. 


Cute characters are one way to attract attention to a location’s food. 
The Bullwinkle Show entertains patrons while they eat. 
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another reason patrons will come to an 
arcade. “It’s an effort to stay in busi- 
ness,” he says. “The industry 1s drop- 
ping a little bit, and food is offered to 
re-create new interest.” 

Evans voices a similar theory: “It is 
the new-blood operator who’s saying 
‘My entertainment and my food will 
help bring in customers.’ ” 


Ease restrictions? 

Some even believe that a snack bar 
can benefit an operator battling local 
amusement restrictions, saying a 
restaurant with video games is more 
likely to be approved than an arcade 
alone. But Lovering says that although 
it may be easier to get a restaurant 
approved, council members are often 
wise enough to realize when an opera- 
tor tries to skirt legislation. 

Another benefit, the experienced 
industry personnel say, is that food 
attracts a variety of age groups to a 
location. Lovering says the older 
player is lured in by food while Sussel 
says his food appeals to players 35 
years old and younger. 

Finger foods including hot dogs, 
popcorn, cotton candy, and ice cream 
appeal to 12 to 25 year olds, Evans 
explains. He believes that food not 
only attracts more players to an 
arcade, but also draws in more fami- 
lies. 

Food in a location also offers the 
potential for parties, including birth- 
day parties. Eastgate Coliseum offers 
birthday parties that include a certain 
number of pizza slices and tokens 
depending on the package. Parties 
introduce new players to a location, 
and they offer another service for regu- 
lar patrons. 

If an operator opts for food, he 
should study. He should check local 
regulations and the health department 
for permit information. 

“The menu selection is critical,” 
Lovering says. Study the area and the 
players. Is there a special liking for 
Chinese food in your locale? If not, 
don’t offer egg rolls. Are there already 
four pizza parlors on your block? 
Maybe you had better offer sand- 
wiches. Is there a type of food that is 
popular but not saturated in your 
area? That may be your best bet. 


Small operation tip 

“Food is a complicated process,” 
Lovering cautions. A small operation 
may be wise in offering items that 
don’t take a lot of preparation. “The 
labor factor can kill you,” he points 
out. For instance, if an operation 
offers pizza, it has to supply an oven, a 


53 


refrigerator, tables to prepare the 
pizza on, sauce, dough, and other 
ingredients. “I think a delicatessen 
would be dynamite,” Lovering says. It 
could offer cold sandwiches and hot 
dogs. 

The size of the operation is the 
determining factor on what foods to 
sell. Bullwinkle’s features pizza, fried 
chicken served family style with potato 
wedges, and biscuits and honey; hot 
and cold sandwiches; a salad bar; and 
desserts. Sussel’s Eastgate Coliseum 
serves more than 150 items including 
hamburgers, French fries, chili, sand- 


wiches, and pizza. “Pizza and videos 
go hand in hand,” Sussel adds. 

After you decide on a menu, be 
patient and experiment. Lovering says 
he knows of no arcade that was 100 
percent successful with every item it 
offered the first time. But when the 
final selection is made, he urges opera- 
tors to market their food full force. To 
make players and future players aware 
of the food, it has to be presented in an 
appealing way. 

For example, Lovering says Bull- 
winkle’s is interested in back-lit trans- 
parencies that show the finished 


We racked our brains 
building the best 
pool table possible. 


After researching the problems encountered by pool table 
operators for over ten years, Dynamo set out to design an 
absolutely trouble-free table. The result was the Big D pool 
table. From its patented ball separator. to its all-steel coin 
box housing and aluminum ball ramps, Dynamo’s Big D table 
was built to survive in the roughest location. 


The Big D pool table is more than a game. It’s a solid, secure, 


maintenance-free investment. 


Call Dynamo today for the best coin-operated pool table ever 


built. 


(214) 641-4286 1-800-527-6054 
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mo Corporation 
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product’s appearance. Cutsey names 
for the products is another idea. 
Klondike Fried Chicken, Snidley’s 
Whiplash (dessert), and Bullwinkle’s 
Famoose Pizza are names for its con- 
coctions. Sussel’s pizza parlor is loca- 
ted in a section of the game room 
which means easy access to the food 
and a product whose aroma can’t be 
ignored! 

After the food business is in full 
operation and successful, remember to 
keep the products consistent. The food 
should be the same every time it is 
served. Repeat customers have a 
pretty good idea of what their food is 
going to taste like—that’s why they 
ordered it in the first place. 

Food and games can be a good 
combination. But there can be one 
sticky problem: game maintenance. 
Now that food is in your arcade, there 
is mustard on the player buttons and 
syrupy soft drinks on the floor. How 
can the games area stay clean? “We 
have a strong maintenance schedule,” 
Sussel says. At Eastgate Coliseum, 
there are signs, and attendants warn 
patrons about bringing food in the 
games area. 


Tables for snacks 

Evans also believes confining food 
to a specific area helps with game 
maintenance. Or, he suggests, place 
tables for snacks between the ma- 
chines. 

There is probably a little more 
maintenance work since food and 
games are at Bullwinkle’s, Lovering 
points out. But the messes are mainly 
due to forgetfulness. Signs and atten- 
dants remind the majority of players 
that no eating or drinking is allowed, 
but people watch players and forget 
they are holding a drink ora food item. 

Like any business, offering food has 
its problems. But food is nothing to be 
afraid of as long as the operator learns 
all he can about it before he invests his 
money. 

Ask restaurant owners and fast- 
food managers for advice. If they don’t 
want to indulge details, pay them for 
an hour of their time. Talk to your 
players. Canvass the neighborhood for 
eating establishments. Are there any 
arcades in your city but far from your 
location offering food? Get informa- 
tion from anyone related to the food 
business. 

Who knows? Food may keep 
patrons in your arcade longer, and it 
may draw the family in. And most 
importantly, food may be the one 
thing that gives you an edge on the 
competition. e 
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exists the ultimate plateau in pinball excitement! 
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Customize machines 
with game settings 


All Ms. Pac-Man games are created 


equal. So are all Pole Position, 
Q* Bert, and Time Pilot games. 

It’s what the operator does with 
these and other games before he puts 
them into his arcade that makes a 
difference. 

If you leave your games on their 
original factory settings, you may be 
missing an opportunity to customize 
your machines to your arcade. 

It pays to give players a few extra 
seconds of game time to keep the quar- 
ters dropping into the game. 

A three-life game of Galaxian may 
last three minutes, but because the 
game speeds up the longer it is played, 
a five-life game may last only four 
minutes. 

Players won’t time themselves to see 
how long the extended game runs. But 
they will know that they’re getting 
more for their quarters, while your 
turnover time won’t change signifi- 
cantly. 


Help old games 

Extending game time can also 
extend the arcade life of older games. 
One game room features a “Bargain 
Arcade” section with machines like 
Berzerk and Asteroids set at two plays 
for a quarter. 

Another game 
machines like Space Invaders that 
gives six game lives per token. This lets 
players who could never break 3,000 
on a factory-set game, for example, 
aim for a new high score. 

And especially on pinballs, five-ball 
play generates higher profits than 
three-ball, even if the players stay at 


the machines slightly longer per game. | 


Since a player can lose a ball on a 
pin without even using the flippers, he 
can feel cheated (especially on a three- 
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| 
room features 


ball game)—and rightly so. Setting the 
machine to extend the game will help 
the player feel he’s getting his money’s 
worth—and if he feels he’s getting 
cheated, he certainly won’t come back 
for more. 

Another game adjustment which 
operators should be aware of is the 
high score feature. Although it might 
take a few minutes, it’s worth the time 
to reset it periodically. 

It’s no secret that many arcade 
games are played just so the player can 
leave his initials on the screen. If that 
player has the chance to be one of the 
machine’s all-time high scorers, held in 
the game’s memory, as in Millipede 
and Defender, he’s even more likely to 
play. 

Just don’t erase the all-time highs 
too often (once every month or so 
should do it). I know of one Centipede 
that hasn’t had its top three scores 
reset (or broken) for at least a year anu 
a half, and I’ve seen many discouraged 
players walk away from the game 
without playing it. 


Give a bit 
The trick is giving a little bit away to 
players without giving away too much. 


And what’s “too much” is determined 
by your location. 

If you have a crowd of teenage 
regulars spending every evening in 
your arcade, the factory settings are 
probably appropriate. After all, you 
want them to keep dropping in quar- 
ters to master the game. 

On the other hand, if you cater to 
more of a transient crowd—people 
who aren’t likely to pour $5 into a game 
to learn its secrets—then you might 
want to consider extending the game. 
And besides these occasional players, 
you'll also get some hard-core gamers 
looking to play a new game for a little 
less money if you change the games’ 
settings. But you must make any 
changes on a location-by-location and 
a game-by-game basis. 

One of the greatest features of arcade 
games is their adaptability, a feature 
that far too many operators ignore by 
just uncrating a new machine and 
plugging it in. 

Especially on some of today’s 
sophisticated equipment, when a game 
can end even before a player realizes 
he’s hit the start button, giving your 
players that little bit extra could really 
pay off. e 
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LEGAL 
HINTS: 


Arbitration is a method 
which speeds up 
litigation. 


The arbitrator is usually 

an attorney or businessman 
preferably with some 
industry experience. 


The operator’s attorney 
has the skills necessary 
to present his case 
effectively. 
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HOW TO STAY OUT OF COURT 


By Harold |. Gould and Laurence D. Merritt 


One of the most frustrating problems 
attorneys and their clients frequently 
face today is the ever increasing delay 
in bringing a lawsuit to trial. 

It is now common in many courts 
for it to take four to five years before a 
case comes to trial. During that long 
period, opposing attorneys frequently 
make numerous motions and Strategy 
moves. Consequently, by the time the 
case comes to trial, both sides may 
have spent a great deal of money for 
attorneys’ fees and costs although no 
final decision has yet been reached. 
Additionally, a client may not accu- 
rately remember what occurred five 
years before, and witnesses may no 
longer care. 

Eventually, the trial does occur or 
the case is settled on the eve of trial. 
Neither side may feel vindicated. The 
costs, delays, and aggravation can 
cause even the winning party to feel 
that he won the battle but lost the war. 


Where is the justice in this? 

Is this an indictment of the legal pro- 
fession? Should you fire your lawyer? 
Should an operator never participate 
in litigation no matter how badly he 
was wronged? NO—definitely not on 
all accounts! There is an alternative. 

Arbitration is a method which 
speeds up litigation considerably, and 
at the same time,makes it far less 
costly. 

What is arbitration and how can an 
operator use it to his advantage? Here 
are the basics: 

In arbitration, a dispute with a loca- 
tion, for example, is resolved by pre- 
senting the case to a neutral party. That 
neutral party, called the arbitrator, is 
usually an attorney or businessman, 
preferably with some experience in 
your industry. The arbitrator, after 
hearing the operator’s story, his loca- 
tion’s testimony, and the witnesses, will 
decide the case as though he were the 
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judge and jury. The hearing 1s usually 
rather informal and without many of 
the complexities of a trial. The arbitra- 
tion hearing usually occurs within 
months as opposed to years. Generally, 
there is no appeal from the arbitrator’s 
decision. 

An operator can have his disputes 
with his location heard by arbitration 
simply by including an “arbitration 
clause” in his location contracts. It 
should state something to the effect 
that any dispute between the parties 
will be heard by arbitration. Once that 
language is included, arbitration is 
mandatory. The court system cannot 
hear the case unless both parties agree. 

A carefully drawn arbitration clause 
can possibly increase the odds that the 
arbitrator will rule in favor of the 
operator. For example, it may require 
that the arbitrator be a person with 
experience in the industry such as an 
attorney or businessman who is regu- 
larly involved in the music, game, and 
cigarette vending business. Frequently, 
in the traditional court system, the 
judge may not be familiar with the 
coin-op industry at all, or he may have 
some biases against operators. 

Do you still need an attorney for 
matters heard by arbitration? Yes. 
Although arbitration is less formal, 
the hearing can be conducted as 
though it were a trial. Trial rules of 
evidence and procedure may apply. 
Further, the operator’s attorney has 
the experience and skills necessary to 
present his case most effectively. 

We strongly recommend our clients 
include arbitration clauses in their 
contracts. We also recommend that 
our Clients include arbitration clauses 
in most agreements they enter, such as 
leases, partnerships, Buy-Sell Agree- 
ments, and so forth. This helps us 
represent them more effectively. e 


Gould & Merritt law firm is located 
at 1888 Century Park East, 6th Floor, 
Los Angeles, California 90067. Tele- 
Phone: 213/552-9364. Harold Gould 
has served as Judge Pro Tem of both 
the Los Angeles Municipal Court and 
the Beverly Hills Municipal Court. 

Laurence Merritt has been appointed 
as court mediator by the Los Angeles 
Superior Court and to the Panel of 
Arbitrators of the Los Angeles Supe- 
rior Court. 

If you have any legal problems or 
questions about your business, please 
contact Gould & Merritt. 


PLAY METER, August 15, 1983 


Winner 


and New 


Ch ton! 
ampion! 

Ladies and Gentlemen, introducing 
your new champion... SUPERBALL 


Your new champ is in tip-top shape and 

ready to knock out all challengers. 
SUPERBALL is strong enough to go the 
distance and tough enough to finish the fight. 


Just try SUPERBALL . . you'll never want 
any other game in your corner. 
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These are just a few of the outstanding 
benefits that make SUPERBALL The 
NEW CHAMPION. 


@AVAILABLE IN 3 SIZES 

According to your needs, we offer SUPERBALL in 
14’ and 10’ for adults and a 6’ game designed 
especially for children. 
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our knowledgable technicians to diagnose the 
problem over the phone and have your 
replacement board shipped out for delivery that 
very same day. 
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Give the Champ a Call... You'll be Surprised at our Low Prices. 
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1 Vanderbilt Avenue, Pleasantville, N.Y. 10570 
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COIN-OP AND COMPUTERS 


WORK TOGETHER 


IN A SANTA CRUZ ARCADE 


BY MARY CLAIRE BLAKEMAN 


h | Olan Bushnell talked about it. 
Sandy Kaplan and Marc 
Reinig are doing it: they’ve 

created a peaceful—and profitable— 

coexistence between computers and 
coin-ops in a video game arcade. 

At the High Score arcade in Santa 
Cruz, California, customers can use 
their tokens on any of the 25 upright 
videos, including most of the current 
hot games like Mr. Do! and Pole 
Position. Or, they can turn in one 25- 
cent token to get five minutes playing 
time on either of two Commodore 
computers. 

Some players, especially older teens 
and adults, rent as much as an hour’s 
time on the computer to work on 
adventure games like Mission Impos- 
sible, while the younger set goes for 
games such as Gorf, Radar Rat Race, 
or Astro Blitz. 

During the summer of 1982, about 
six months after the arcade opened, 
Kaplan and Reinig borrowed a 
friend’s Atari 800 computer and tried 
it out at the arcade. They had just 
worked a booth at a Santa Cruz com- 
puter show and found an almost-over- 
Whelming local interest in the 
machines. “So we put the Atari on a 
table in the corner and set up some 
chairs, and the response was tremen- 
dous,” Kaplan says. 

“Since we had just borrowed it, we 
eventually returned the computer to 
our friend. But to the customers, the 
computer was suddenly gone and they 
kept asking, ‘Where’s the computer? 
Where’s the computer?’ We figured we 
had better do something quick.” 

So they invested in a Commodore 
64, a Commodore VIC 20, and a 
Timex Sinclair as well as other Com- 
modore peripherals such as the disc 
drive, data set, and a 14 inch color 
monitor. The partners put some 
money into software programs and 
together figure they spent $3,000— 
about the cost of a new coin-op video 
game. 
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Marc Reinig (left) and Sandy Kaplan 


Employee Eric Nordberg enjoys the family 
atmosphere at High Score with his 
daughters Larissa and Amanda (baby). 


Research first 

While they moved into computers 
quickly, they did not do it blindly. 
Marc Reinig, 38, works with com- 
puters as a hardware engineer for 
Universal Research in Burlingame, 
California. 

Another arena they did not enter 
blindly was matrimony. Kaplan and 
Reinig were partners in business 
before they became husband and wife. 
“We figured if we could last as business 
partners we could make it in marriage,” 
Reinig says smiling. Sandy Kaplan, 
30, got her degree from Antioch 
College in administration and commu- 
nity development. 

For professional reasons, as well as 
personal politics, the couple decided 
that each would keep his original last 
name. “I often introduce Marc as my 
partner in a business setting instead of 
introducing him as my husband 
because I’m the primary operator of 
the arcade while he still works in his 
job as a computer engineer,” Kaplan 
says. “I make most of the decisions 
about the business along with the 
manager of our arcade, Bud Massey.” 

The decision to move into com- 
puters was not a calculated one, but 


rather, Kaplan says, “something that 
was a natural progression.” As she sees 
it, the coin-operated amusement busi- 
ness must adapt to the onslaught of 
computer and home video games. 
“You have to realize it’s happening 
and adjust your business to stay in 
touch with the changes,” Kaplan says. 
“That’s the key for this industry. 
Because it’s so new, you have to stay 
on top of things.” 

Perhaps the biggest payoff from 
installing the computers was to boost 
the arcade’s already-positive image 
built through a strict policy against 
truancy and things like a toy drive for 
the Salvation Army at Christmas. 
Also, players can get free tokens for 
every A on their report cards. “The 
parents really appreciate us giving 
tokens for A’s,” Kaplan says. 

And parents also like the idea of 
their children getting exposure to com- 
puters: “Parents have told me they 
want to get their children educated on 
a computer, but the class at school is 
full, or they don’t get enough time on 
it, or can’t afford it. This way, the child 
can learn about computers in a good 
environment without spending much 
money,” adds Reinig. 
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Parents also like High Score making 
educational games available on the 
computer—and younger children, 
who are less adept at the games than 
teenagers, can get a full five minutes of 
play on one token for the computer 
instead of quickly losing quarters in 
standard video games. 


Determining price 

Since there were no real guidelines 
for arcade computers, Kaplan says the 
price of the tokens is based on hourly 
play. “We looked at an hourly rate first 
and $2.50 to $3 an hour seemed like a 
reasonable rate,” she says. “That’s a 
little cheaper than places that rent 
computer time, but we wanted to keep 
the price down to encourage kids to get 
exposure and to make it competitive 
with other games.” 

Typically, players get a few tokens 
for time on the computer, and arcade 
personnel hand out joysticks along 
with game cartridges. “Then we keep 
track of the time and tell them when 
it’s up,” Kaplan says. “We usually like 
to give them a one-minute notice 
before they have to stop.” Customers 
have rented time ranging from 30 
minutes to 30 hours. 

One player who paid for more than 
20 hours on the computer developed a 
method that most arcade operators 
would find somewhat unorthodox. 
The man had his own computer disc 
for one of the adventure games and the 
High Score employees kept it behind 
the counter for him. Whenever he 
came in, he’d simply ask for the disc, 
put it into the computer, and pick up 
play where he had left off. 

While the computer games are 
popular, Kaplan says they are not the 
main source of profits on the machines. 
For a while, High Score served as a 
retail outlet for computers, peripherals, 
and software. “But we found that it 
was too expensive to carry all that 
inventory,” Kaplan says. “There are 55 
companies manufacturing software 
for the Commodore alone, and it’s 
coming out so quickly it’s barely in the 
catalogs yet. You could end up with 
inventory that won’t sell.” 

Now, instead, High Score handles 
the computers and equipment more 
like a mail-order house. A customer 
can place an order, then Kaplan will 
contact one of her numerous suppliers 
who will drop ship the item, and the 
customer can pick it up at the arcade, 
usually within 10 days of the original 
order. One such customer was a young 
teenager who frequented the arcade. 
The boy had a paper route and saved 
up his money to buy his first Timex 
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Sinclair through the arcade. 

Kaplan says High Score is working 
to be competitive with other computer 
stores. Since it is an arcade, it has a 
unique edge in the market because it is 
open until 10 p.m. most evenings. 
“Sometimes people call because they 
hear we have software, and they ask 
how late we’re open,” Kaplan says. 
“When I tell them we’re open till 10, 
there’s a silence on the phone. So I 
have to explain to them that we're a 
video arcade. It does make us more 
accessible because some computer 
stores close at 6 o’clock.” 


Software sales 
For the arcade owner, Kaplan adds, 
the computers themselves may not 
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John Pizzuti, who works with the 
California Youth Authority, explains one 
of his educational programs offered on 
High Score’s Commodore computer. 


Marc Reinig writes up a new winner in a 
High Score contest 


Peter Mountanos (right) gets tokens for 
A’s on his report card from Sandy Kaplan 
while his friend Sam Tunheim looks on. 


turn a profit. Rather, the software 
sales can keep cash flowing when game 
collections are down. “It’s the periph- 
erals and software where you can 
make a slight margin,” she says. “We 
usually price them about 15 percent 
above cost but the standard markup 
on software is 30 to 35 percent.” 

Above and beyond profits, however, 
Kaplan says the computer plays other 
roles besides stimulating customer 
interest and game play. At High Score, 
the computers players use are also 
drafted into service for bookkeeping, 
monitoring revenue generated by each 
video game, recording intake of 
tokens, word processing, and printing 
price lists. “We’re also in the process of 
using the computer to put together a 
mailing list,” Kaplan says. “We could 
code it for special mailings as to who 
owns a computer and who doesn’t.” 

The potential of computers in 
arcades is dovetailing with another 
phenomenon in the industry: convert- 
ible games. Players at High Score like 
the variety of games available through 
the computer which is also the strong 
selling point for convertibles. “The 
days of the $3,000 box for video games 
are numbered just by the nature of 
what’s happening,” Reinig says. 
“Convert-a-games will be more popu- 
lar and the potential of computers in 
an arcade is unlimited. The computer 
is the ultimate in convert-a-games. 

“We'd be lucky if we could predict 
which way the industry will go,” he 
adds, “but computers will be a part of 
the future.” 

Whether computers become the 
main attraction or remain a sideline in 
arcades, Kaplan and Reinig both see 
themselves serving an important need 
in the community by making the 
machines so easily available. “I feel we 
are giving the kids exposure to corn- 
puters and things that are constructive 
for them as individuals,” Kaplan says. 
“And it makes me feel good to provide 
that.” 

Ultimately the arcade computers 
may provide the link between video 
games and programming computers 
which many educators say is the 
biggest lesson to learn about the 
machines. “One of the first questions 
kids ask is ‘How can I write a game?’” 
Reinig says. “One thing about teen- 
agers, if you tell them something is 
educational or that they need a com- 
puter to get a job, they're not too 
interested. But if you tell them about 
games, their eyes light up. 

“If we have succeeded in interesting 
a few kids in computers,” he adds, “we 
feel we have done well.” e 
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Cannon Lanes, Pub Number 1 
Win Valley National Tournament 


By Valerie Cognevich 


he excitement was contagious 

as pool players from 13 states 

and two provinces of Canada 

gathered in Milwaukee to compete for 

the national champion title in the 

Valley National 8-Ball League 
tournament. 

The three day event featured 96 
men’s teams and 32 women’s teams 
following a double elimination for- 
mat. Teams competed for more than 
$15,000 in cash and awards and the 
title of International Champions. 

Cannon Lanes of Cannon Falls, 


a 


The winners of the women’s division, Pub Number 1 of 
Rochester, Minnesota, display their awards 
with Gary Benson of D&R Star. 
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Minnesota, emerged the winner of the 
men’s division. The winner of the 
women’s division was the Pub Number 
1 from Rochester, Minnesota. Both 
teams are locations of D & R Star of 
Rochester, Minnesota. 

The top 32 men’s teams won cash 
prizes ranging from $3,200 for the win- 
ner to $75 for teams coming in places 
17-32. In the men’s division, the 
second place winner was Elk Creek 
Number | from Piedmont, South 
Dakota (Rushmore Amusements); 
third place went to Phil’s Corner Num- 
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Chuck Milham presents the association’s first Meritorious 
Service Award to Red Jones, head referee for the Valley 
International 8- Ball League Association. Jones is recognized 


ber | from Sioux Falls, South Dakota 
(Music Service Company); and fourth 
place was won by Blue Suede Shoes 
Number | of Mankato, Minnesota (C 
& N Sales). 

In the women’s division, cash prizes 
ranged from $1,600 for the winner to 
$50 for teams coming in places 9 
through 16. Second place winner was 
Michael’s from Marshall, Minnesota 
(Music Service Company); third place 
winner was B & L Hideaway of Sioux 
City, lowa (Music Service Company); 
and fourth place went to Gary & Jo’s 


as one of the top tournament officials in the U.S. 
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of Pine Island, Minnesota (D & R 
Star). 

Tournament players exhibited 
excitement. The crowds were large and 
the players were thrilled at the chance 
to compete on a national level. 

Greg Falk, a player from South 
Dakota, explains that he was in the 
banking industry for 12 years and then 
discovered that it was possible to mix 
business and pleasure. “I’ve always 
liked pool. Since I was not very happy 
in the banking business,” he relates, 
“one day I quit banking and opened a 
pool parlor called Bankshot in Rapid 
City, and I’ve never been happier. 
Competing in this national tourna- 
ment has been great.” 

Scott Hepburn of Goldtone Music 
in Bradenton, Florida, had two teams 
competing. “The players are already 
planning for next year,” Hepburn 
says. “They were very excited to play 
in a national tournament. | started off 
small since it was my first year, but 
now that I’ve worked out problems, I'll 
have a lot more teams next year.” 

Other players were also elated by 
competing on a national level. Many 
teams had fund raisers or saved prize 
money to finance the trip to the tour- 
nament. 


Constitution ratified 

The Valley Pool League has had a 
steady growth since its inception three 
years ago. It started with 2,500 teams 
and increased to 9,500 teams this year. 

This year is not only significant 
because of the growth. A constitution 
was ratified making the league pro- 
gram an Official association. The asso- 
ciation will be run by a board of direc- 
tors made up of manufacturers and 
operators and possibly players in the 
future. 

This newly elected board of direc- 
tors are: Gary Nelson of Stansfield 
Vending, first vice president; Alan 
Shaffer of Valley Co., second vice pre- 
sident and treasurer; Gary Benson of 
D & R Star, third vice president; Emil 
Marcett of Valley, fourth vice presi- 
dent and secretary; and Chuck 
Milhem of Valley, president and 
chairman of the board. 

Committees are being formed that 
will handle such matters as member- 
ship. The committee will also police 
the eligibility of the members. 

Valley is confident that in the future 
other manufacturers of pool tables 
and pool supplies will participate in 
the program and sit on the board of 
directors. e 
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The winners of the men’s division, Cannon Lanes from Cannon Falls, Minnesota, 
are pictured with Bill Nemgar (1), Gary Benson of D&R Star (c), 
and Chuck Milham (r). 


MAKE MONEY 


WITH “MONEY 
MONEY” 


BMUZAC INTERNATIONAL © 415/341-5200 
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VIDEO CABINETS 


¢ Control Panel Adapts to any 
Game 

¢ includes Hardware 

e High Quality 


ee , 


—_ 
1805 S. Great S.W. Pkwy. 
Grand Prairie, Texas 75051 
(800) 527-6054 or (214) 641-4286 
Telex 732432 


TURNS HIS BACK ON 
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TAX TIPS 


By Irving L. Blackman 


Social Security 
Costs—Up, Up, 
and Away 


Unemployment is a national dis- 
grace. You can pick your favorite 
whipping boy: recession or otherwise. 
For those fortunate enough to receive 
a higher payroll check, a thief—called 
inflation—steals your spendable 
income. You might call that the injury. 

Now, add the insult. The Social 
Security (FICA) wage base for 1983 is 
$35,700—up from $32,400 in 1982. 
Fortunately, the existing tax rate of 
6.7 percent stays the same. Here’s the 
result: for each employee earning 
$35,700 or more, the extra cost will be 
$221.10 for the employee and the 
Same amount for the employer. 

Yes sir, your obligation to the FICA 
system for such high earning employ- 
ees can be satisfied for the “low” 
combined increased cost of only 
$442.20 each. Let’s see, that’s 13.40 
percent (6.7 percent plus 6.7 percent) 
times $35,700, or $4,783.80 per 
employee per year. The top cost of 
$3,175.34 in 1980 now seems like a 
bargain. Unbelievable! 

If you are self-employed, your 1983 
Social Security tax rate remains at 
9.35 percent, but your maximum 
possible tax will rise to $3,337.95 on 
the new top taxable earnings of 
$35,700. 

Can anything be done to fight the 


payroll tax monster? Yes! The trick is 
to establish employee benefits that are 
exempt from FICA and FUTA 
(Federal Unemployment Tax) require- 
ments. Sick pay plans, retirement plan 
contributions, personal automobile 
use, and employer-provided meals are 
a few examples. 

Since payments to such plans are 
not wages for FICA purposes, you 
need not withhold or match FICA 
taxes. Nor are FUTA taxes due. Both 
the company and the employee save 
taxes. But a word of caution: if an 
employee’s pay exceeds the $35,700 
FICA wage base, the employer receives 
no payroll tax benefit. 

This is a good time of the year to call 
a planning session with your tax advi- 
sor to determine an updated employee 
benefit package. e 


Irving L. Blackman and James L. 
Harfield are partners in Blackman, 
Kallick & Company, Ltd. Certified 
Public Accountants, offices in Chicago 
(180 North LaSalle Street, Chicago, 
IL 60601), Miami, and Houston. Irv’s 
firm has established a HOTLINE to 
answer the tax and accounting ques- 
tions of Play Meter readers. Call Jim 
or Jerry Sauve’ at 312/782-3424. 


Call a planning session with your tax advisor 
to determine an updated employee 
benefit package. 
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Tired equipment not earning its keep, well 
don’t discard it, convert it to Guzzler—an 
exciting new comical character-maze game. 


The Guzzler™ Conversion Kit includes: 
Board 

Universal Control Panel Overlay 
Universal Marquee Overlay 

CPU Harness 

Conversion/Service Manual 


The Guzzler™ Conversion Kit is designed to 
easily convert virtually any verticle mount 
monitor upright video game. 


By The Way...Guzzler™ Is Hot, 

And We Mean Hot 

Little Guzzler™ starts right out in hot water... 
or at least in water...just enough to extin- 
duish 5 fireballs, flasnes or demons. But, 
that’s not enough...so by collecting water 
from puddles or just by walking (when 
empty) he picks up more H20. For each 

4 fireball flames he extinguishes, little 
Guzzler™ moves on to a new pattern. 


Variation 

It’s tough to get tired of Guzzler™ because 
there are almost an infinite number of 
patterns for the player to conquer. There 
are also all sorts of ways to score bonus 
points and an end-of-qame bonus that 
gives the player a chance to continue play. 
If you have a stagnant piece of equipment 
then it’s time for a change...you can have 
Guzzler™ working for you. 

(For additional information contact our 


Customer Service Department at 
1-800-527-7710.) 


a 
| 
CENntuUri. 


Guzzler™ is manufactured under license from Tehkan, Ltd. 
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CENntluri. 


We're Inventing What The Future Will Bring 


CENTURI, INC. 245 West 74th Place, Hialeah, Florida 33014 e 
Phone: 305-558-5200 ® Telex: 803694 ANSB Centuri ¢ Cable: CENTUR’ 


On the House: 


Buying Player Goodwill 


Costs Only a Quarter 


frequent one. Guess which: 

One is a pleasant place, with a 
wide-screen TV, a fireplace, and some 
pretty good bands every weekend. The 
other I call a “four-fish tavern,” which 
refers to the number of trout mounted 
above the bar. This was the sort of 
place that actually might support the 
theory of spontaneous generation, 
because the barflies don’t arrive at this 
bar; they seem simply to appear from 
nowhere and everywhere. But the beer 
is cheap, and the people friendly. (And 
the bowling machine is in good condi- 
tion.) 

I was at the four-fish bar one St. 
Patrick’s Day when the bartender 
brought us a pitcher. I reached for my 
wallet, but he shook his head. “This 
one’s on the house,” he said. 

In all the years I had stopped in at 
the other bar, and despite the fact that 
I was on a first-name basis with the 
manager and the owner, the bartender 
never once said, “This one’s on us.” So, 
despite fireplaces and good bands and 
a wide-screen TV to watch ball games 
on, I stopped going to that bar and 
decided I’d spend my money where the 
folks are nicer and willing to demon- 
Strate that they appreciate my business. 

So what? you say. I supply the pins 
and videos and jukes and pool tables. I 
don't care about bands and fireplaces 
and fish and barflies. What does all 
this have to do with me? 


| once frequented two bars. I now 


Good public relations 

Well, nothing. Or so I thought until 
I stopped in at one of my favorite 
arcades the other day. 

I took my position in front of the 
video I play most often and started 
fishing in my pocket for a quarter. 
Before I could pull one out, though, 
the arcade manager slipped a coin into 
my machine. At first I thought it was 
some jerk trying to grab the game right 
out from in front of me. I’m afraid I 
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By Bill Brohaugh 


gave the manager quite a peculiar 
look. 

“This game’s on us,” he said with a 
smile. 

I didn’t know what to say at first, 
though I did manage a “thank you” 
before the manager turned around to 
take care of other business. 

The point, of course, is the next time 
I want to play that particular game— 
and believe me, as popular as that 
game 1s, I have quite a few locations to 
choose from—I’m going to make a 
point of spending my money where the 


I’m going to make 
a point of spending 
my money where the 
folks are friendly and 
willing to demonstrate 
that they appreciate 
my business. 


folks are friendly and willing to 
demonstrate that they appreciate my 
business. 

Giving away a game “on the house’ 
isn’t the same as offering, for instance, 
a special on tokens—five tokens for a 
buck or something like that. A game 
on the house doesn’t appeal toa player 
because it’s something for nothing, 
although that aspect of it doesn’t hurt. 

It appeals to a player because it 
makes him feel appreciated, special. 
And it also makes him believe that he 
has indeed made the right decision in 
choosing to play where he did. It’s 
simply good public relations. Espe- 
cially if you buy a game for someone 
who looks a little reluctant to play— 
for example, a parent who has brought 


b] 


the kids in but who is a little bored 
simply watching other people play. 


Be diplomatic 

Your purpose isn’t necessarily to 
offer something for nothing. Offering 
games on the house is something you 
should do sparingly, or else players 
will begin to expect it and will be dis- 
appointed when you don’t buy games 
regularly. 

Similarly, you must be diplomatic 
when offering a round on the house. 
You are wiser to buy the games for 
older players—players like me—who 
will appreciate the gesture and not 
take advantage of it. Also, make the 
offer to players who are alone. If you 
offer it to a single member of a group, 
especially if it’s a young group, the rest 
will expect a freebie, too. 

Will this policy help you all that 
much? It certainly didn’t hurt the 
arcade where I was surprised with the 
round on the house. I’ve since become 
more of a regular. Besides, the invest- 
ment is small, with the possible return 
of a lot of goodwill. 

The final point: the freebie might be 
more efficiently offered to your regu- 
lars or semi-regulars rather than the 
players who may be new to the arcade 
(though putting one on the house for 
those players won’t hurt, either). Bur 
the business of the regulars is guar- 
anteed, I hear you say. Why waste the 
two bits on someone I know will be 
back? 

Will he be back? Did I go back to the 
bar with the fireplace and the wide- 
screen T'V and the owner who knew me 
by name but wasn’t otherwise willing 
to express his appreciation for my 
business? 

No. More likely than not, you’ll find 
me at the four-fish bar on a Friday 
night, playing the bowling machine, 
and certain that the friendly folks there 
will likely spring for one of those 
games, on the house. e 
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FOR 


PROMOTION 


By 
Carol 
Kantor 


Plan back-to-school, 
fall promotions 


September, October, and Novem- 
ber are prime promotion times for 
amusement locations. 

Promotion ideas abound—end of 
summer, back-to-school, baseball’s 
World Series, football fever, Hal- 
loween, etc. The opportunities are 
there for special events. Contests and 
other traffic builders increase activity 
and revenues in locations everywhere. 

The key to successful promotions is 
good planning. If you start well ahead 
of time, the chances of a better response 
are high. Fallis the time when the sum- 
mer slump is over, and the general 
energy level goes up in most game 
locations. Direct that energy toward 
your location with a special promotion. 


Teacher Challenge 

The days just before school starts 
are an excellent time to suggest a 
Teacher’s Challenge. This type event 
also can be run as a fund raiser for the 
school. In these times of economic cut- 
backs, the school will probably wel- 
come an opportunity to get a financial 
boost with a fun contest involving the 
students and the faculty. 

There also could be two different 
competing funds. If the teachers win, 
the proceeds go to a teachers’ fund, or 
if the students win, the money goes 
toward a sports event. 

Invite the faculty to be the challen- 
gers in this event. The students pay to 
play against their teachers in a game 
challenge. It could be a three-game 
event where teacher and student each 
choose one game and the “house” 
chooses the third game for the com- 
petition. Whoever wins gets a point for 
his side (teachers or students). At the 
end of the contest, the entry fees can be 
divided proportionally between the 
two funds. 


70 


The main point of the contest is that 
the teachers come to your location for 
a friendly competition with their stu- 
dents in an area that is both fun and 
fair. The bonus of a worthy cause gives 
even more incentives for participation. 


A Teacher-Student Challenge is 
appropriate for both high school and 
college area locations. It is a news- 
worthy event and probably could get 
publicity coverage on local radio and 
TV stations and in newspapers. 


Contact the local school now to 
start plans for a Teacher-Student 
Challenge at the beginning of the new 
session. If the school responds favor- 
ably, it may offer its student mailing 
list to announce the event. This is an 
excellent way to obtain a mailing list of 
potential players in the area. The 
announcement should also be posted 
in all community calendars and around 
the location. Advertising also may 
increase the response. 


Fall Events Calendar 

Fall offers many activities. School 
schedules, sport schedules, community 
events, and of course, planned game 
center happenings all seem to come 
out in the fall. This is your chance to 
offer a service to the community and 
advertise your location as well. 


An events calendar that people can 
carry with them or postina prominent 
location can be an excellent advertis- 
ing opportunity. A pocket card with 
events and dates listed or a wall calen- 
dar especially designed for fall events 
is used often. This list of dates to 
remember could also be printed on the 
cover of a notebook or on a ruler to 
further assure constant use. 

Consider a different type of events 
calendar offer for this fall. For exam- 


ple, placing the local, pro, and high 
school football schedules together on 
one listing appeals to the sports enthu- 
siast. Add the school vacation schedule 
along with the sports events or, as an 
extra, the local festivals or fairs, 
special parties, etc. 


The more events included, the more 
likely the calendar will be kept and 
used. But be sure to include your 
special contest and events too! One 
game center distributes a calendar 
each month with events noted for 
almost every day. 


A Haunted House 
for Halloween 

A game center can be an ideal place 
for a haunted house. With a little 
imagination and creativity, a pro- 
motion can be planned around this 
popular theme. | 


To keep it practical, build a maze in 
a 10- to 12-foot square area using 
rented black curtains, aluminum foil, 
and yarn for barriers. There are hun- 
dreds of common items that can be 
used to create a fun and scary haunted 
house. Don’t make it too scary, but 
make it lots of fun. 


The haunted house could be a fun 
project for some of your regular cus- 
tomers. Or a local youth organization 
might welcome this as a community 
service project. 

With all the recent Halloween trick- 
or-treat problems, your haunted house 
offers an alternative for area young- 
sters. A costume competition and 
special play offers can make a party at 
your location draw even more poten- 
tial players. 

This also deserves extra publicity 
through press releases and media 
advertising to increase the response.® 
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PR PROBDLEMS/ 
PR SOLUTIONS 


What to say when... 


No two towns are the same. One city 
council may be concerned with con- 
venience stores, another with game 
centers, a third with finding a way to 
raise local revenues through higher 
license fees. But in every community, 
there are steps you can take to 
strengthen your position before the 
issue reaches the city council or zoning 
commission’s agenda. 

Interviews with operators nation- 
wide reveal they seldom have any 
warning when a council may take up a 
restrictive ordinance or a license fee 
increase. By then, it may be too late to 
build bridges with the community that 
could help you. 

This business does not easily lend 
itself to community relations. Opera- 
tors have a bad image in many areas 
through no fault of their own. Many 
operators have locations many miles 
from their own hometown, and their 
only real contact with the community 
may be an annual trip to the licensing 
authority and talks with location 
owners. 

Those operators and distributors 
who have taken the time to overcome 
these disadvantages and build good- 
will within their communities find that 
they have many friends to call upon 
when they need them. And often pro- 
blems never reach the point of con- 
frontation because the operator hears 
complaints about his operation long 
before they become an issue, and he is 
in a position to adjudicate them per- 
sonally. 

People like to deal with firms that 
are conscious of community concerns. 
The operator of a small business needs 
to be in touch with community issues 
and to work with the community—not 
against it—to help solve problems and 
allay fears. 


You and Other Local Businessmen 

In many jurisdictions, tensions 
between businessmen with coin-op 
machines and those without have been 
resolved in council hearing rooms. 
Neighboring businesses complain 
about a number of nuisances: kids’ 
bicycles on the sidewalks, kids gather- 
ing or asking for change, even com- 
plaints about the noise of the machines. 

Many potential problems can be 
solved with communication. Talk to 
your neighbors; a little “neighborly” 
attitude might prevent misunder- 
standings. 

You compete with neighboring 
businesses—for employees, for cus- 
tomers. Many of your outspoken 
critics may be speaking out of fear for 
their share of the customers. Issues 
become more critical when they 
involve profits and require tactful 
discussion. Appeal to their sense of 
fair play as one businessman to 
another. 


Telling Your Side of the Story 

The coin-op industry has to make its 
own opportunities to tell its side of the 
story. Because you are seldom invited 
to tell your side, you must seek out 
opportunities. 

Every community has a number of 
civic, service, and religious organi- 
zations. Each of these has a program 
chairman who is always in search of 
new and interesting programs to pre- 
sent to the group at meetings. The 
offer of an interesting program on the 
amusement game industry often is 
welcomed. 

Local service clubs and voluntary 
Organizations are among the. most 
important community relations con- 
tacts for you. Service clubs and volun- 
tary groups are working to improve 


the local community by volunteering 
time and money to worthwhile causes. 
Many of the members are businessmen 
like yourself. Both offer a splendid 
opportunity for you to become known 
in the local community as a civic- 
minded businessman. 

These clubs and organizations are a 
good way to do good deeds without 
spending a lot of time and money on 
your part. Since these organizations 
share the time and money commit- 
ment among their members, you as a 
small businessman can afford to con- 
tribute. 

Most clubs also have members from 
outside the business community. It’s a 
good way to reach civic leaders in 
other areas—members of the school 
and election boards, religious leaders, 
and others from different walks of life. 
It’s your chance to get to know them 
on a personal basis. 


Choosing a Charity—Be Careful 
Many operators are getting involved 
with local charities, which can be an 
excellent way to win friends. But be 
careful. Never give a percentage of 
your take to a charity. Never give a 
charity proceeds from a game. You 
don’t want others knowing what your 
games are taking in, especially when 
traffic is up for a charitable cause. 
One operator set up a game outside 
his establishment in a shopping mall 
and publicized that its weekend take 
would benefit a charity. When the 
weekend was over, everyone’s eyes 
popped out when the quarters were 
counted and totaled $300 in two days— 
even the operator knew its average 
weekly take was only about $80! 
Instead, charge admission at the 
door of your game center and put the 
games on free play for the duration of 
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your fund-raising period. Or make a 
cash payment to the charity of your 
choice. Many operators donate a used 
game to aschool, hospital, orphanage, 
or other worthy institution for enter- 
taining its residents. 

One important thing for you to 
remember in choosing a charity is to 
keep it related to your business. Rais- 
ing money for an old folks home is 
admirable—but chances are they will 
never play your games. Keep it related 
to young people: the focus of concern 
in most communities. 

Another tip for choosing a charity — 
it’s a great way to turn an organization 
into an ally. Ofter a used machine to a 
church group or donate money to its 
cause. Contribute to a school project 
or a scholarship fund sponsored by the 
PTA. Cerebral palsy, a disease of the 
young, has benefited from fund raisers 
in local game centers and chains 
nationwide. 

Many operators use fund-raising 
events for local charities, such as tour- 
naments, as a way to bring new people 
into their game centers. A fund-raiser 
builds goodwill in the community. 
Publicity about the event is free adver- 
tising for your business—but let the 
organization publicize your donation. 
And you are subtly communicating 


= 
Tl 


that playing coin-operated video 
games will benefit a worthy cause. 

The following case histories illus- 
trate how others are financing scholar- 
ships, raising money for the blind, and 
helping other charities benefit youth. 
These operators are telling their 
communities they genuinely care 
about young people, and they’re not in 
the business just for profit. 

1. Chuck E. Cheese Helps Prevent 
Blindness. In January 1982, Bill 
Bledsoe of the Pizza Time Theatre was 
contacted by the Prevent Blindness 
Society of Tampa, Florida. Bledsoe 
and about 100 kids who participated 
raised $1,200—with a 75 percent col- 
lection rate on pledges from the first 
day. 

Bill says the key to the success was to 
make the event family-oriented. 
“We're not only for kids, but for the 
whole family.” He and the kids sent 
out flyers, and the word got out. 
Bledsoe put ads in the paper, and the 
kids and their parents collected 
pledges. 

“We've always been community- 
related,” Bill comments. “The name of 
the game is to benefit the community. 
We benefit ourselves by helping the 
community any way we can.” 

Will he do it again? “We'd be glad to 
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do it next year.” 

2. Captain Video Strikes...Again 
and Again. The November 15, 1981 
issue of Play Meter magazine (page 21) 
contained several suggestions for 
charitable events that could be held by 
the video game industry. 

A Los Angeles game center, Captain 
Video Games, carried its logo and 
super-hero image of the game room 
through to its charity event, as 
defender of kids and senior citizens. 

Captain Video was on hand to 
award cash prizes to three winners of a 
tournament. Captain Video also pre- 
sented the proceeds of the tournament 
to two children from the Poseidon 
School, a center serving learning- 
disabled children. 

The game center then announced 
plans to continue the charity program 
bi-monthly. 


Involve Distributors 

Distributors can also get involved. 
Empire Distributing of Livonia, 
Michigan, organized the third annual 
benefit for retarded citizens of the 
state. 

Another distributor, Exidy Inc., of 
Charlotte, North Carolina, donated a 
Fire One for a good cause—a raffle to 
help a local high school raise funds for 
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school equipment. 

1. Houston Under Attack. The 
Malibu Grand Prix game center chain 
focused on the theme that the city was 
under an “armor attack” to publicize 
its video tournament to raise funds for 
a local hospital in August 1981. The 
armor attack theme came from the 
Armor Attack machines used in the 
tourney. 

Even the U.S. Army contributed 
and landed a helicopter on the grounds 
of a Malibu Grand Prix center during 
the promotion. Reporters interviewed 
the tourney winner from the cockpit of 
the helicopter. 

During the competition, the Army 
announced the purchase of several 
million dollars worth of video games 
to train soldiers and increase eye-hand 
coordination. The timing of the Army 
announcement could not have been 
foreseen, but it helped to raise more 
money for the emergency service pro- 
gram of the local hospital. 

2. Tempest in Beaver Dam. Tilt, 
the nation’s second largest chain of 
video game centers, is often approached 
about contributing money to charity. 
But when Kevin Winter, manager of 
the Beaver Dam, Wisconsin, store was 
contacted by the other local merchants 
in the shopping mall where his arcade 
was located, the local businessmen 
joined together for United Cerebral 
Palsy. 

“We used Tempest from Atari, and 
these machines were marked for the 
special fund drive. Since Cerebral 
Palsy was having a telethon in the 
mall, we decided to put on the fund 
drive for the same amount of time, 
which was 30 hours,” Winter says. 

Winter was convinced to help out 
because “with the Cerebral Palsy 
Fund, there was the promise of local 
exposure and maybe national. We did 
a good service for the community—the 
game room is not where kids just sit 
around, but also where the whole 
family can have a good time.” 

Winter plans to do it again next year 
and comments, “A lot of people are 
putting down game rooms, saying that 
they only make for degenerates, but I 
challenge any to go into one and see 
how well it’s supervised.” 


This information was reprinted from 
“A Community Relations Manual for 
the Coin-operated Amusement Games 
Industry” by the Amusement and 
Music Operators Association, Amuse- 
ment Games Manufacturers Associa- 
tion, and Amusement and Vending 
Machine Distributors Association. 
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Technical Topics 


POWER SUPPLY DESIGN COURSE 
Lesson 10: Zener Diode Regulator III 


Programmed Test 


Editor's Note: The material below is a serialization of the Kurz Kasch correspondence course for electronics, 
designed specifically for the coin-operated amusement industry. This course is copyrighted and owned by Kurz 
Kasch of Dayton, Ohio, and its reprinting is being sponsored jointly by Kurz Kasch and Play Meter magazine. This 
material is authorized for publication exclusively in Play Meter magazine. 


INSTRUCTIONS: The purpose of this test is to guide you step-by-step thru actual circuit design problems. 
Also, many of these tests will provide you with additional design technique. Most important, these tests will provide 
you with a gauge to establish your degree of understanding of the material covered in the text. The test is programmed. 
Start at block one and then follow the numbered instruction associated with your answer. 


] before going on to the next lesson, be sure to review 
zener diodes, for the later lessons will assume you 


Consider using diode D2 of the next to last test in the 
understand this material. 


following circuit: 


V = 18V with 1V p.p of ripple 15 
'_7 = 50Oma 


IL2 = 10ma lz = 50ma + 30ma+5ma = 85ma 


Did you get the same result? /f not, refer to the text and 
then recheck your math. 


lz = ma GO TO BLOCK 15 | 
What is the value of R? 


What is !z at the selected operating point? 


2 R = Q GO TO BLOCK 27 
Vimax) = 47Q (50ma + 130ma) + 12V = 20.46V 16 


Did you get the same result? If not, refer to the text and 


then recheck your math. YOU ARE CORRECT ! 

Will the circuit operate properly? What is Vimax)? 
a. YES GO TO BLOCK 14 Vimax) =—______V GO TO BLOCK 2 
b. NO GO TO BLOCK 28 


27 


Vimin) = 479 (50ma + 10ma + 30ma) + 12V = 16.23V — 50ma + 85ma 


Did you get the same result? If not, refer to the text and (Use 47Q.) 
then recheck your math. 


Did you get the same result? /f not, refer to the text and 


Will the circuit operate properly? then recheck your math. 

a. YES GO TO BLOCK 16 What is Vimin)? 

b. NO GO TO BLOCK 31 
]4 Vimin) = ——___V GO TO BLOCK 6 
YOU ARE CORRECT ! 28 


You have completed the test for this lesson. However, YOU ARE INCORRECT ! 
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Since the calculated value of Vmax) is greater than the 
actual Vimax), the zener will operate within the upper 
operating limit. 


GO TO BLOCK 14 
3] 


YOU ARE INCORRECT ! 
The circuit will operate properly for the condition: 
the calculated V(min) < the actual Vimjn) 


| 
GO TO BLOCK 16 


BREADBOARD 


1. Wire up the circuit shown in fig. 1. 


2. The voltage at the dotted /ine should be 12V. 


nt 
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ee | 
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Address 
Problem/Symptom 
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My Solution 
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subscription to Play Meter magazine. 
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Set the switch to the ‘‘open’’ position and then apply power. 


Record the zener voltage as indicated by the voltmeter 
Volts 


and the load current as indicated by the ammeter 
ma 


“Frank’s Cranks” Service Tips 


Company 


Return to Frank “The Crank” Seninsky, Alpha-Omega Amusement Inc., 
| 3 Coral Street, Edison, New Jersey 08837. 


—_ 
14 


Frank Seninsky and Play Meter are sponsoring a contest to find the best service tips for our readers. 


Each review will feature the two top service tips received. From the 40 chosen during the year, the 
authors of the best three responses (most helpful and most ingenious) will receive a free one-year 


4 HaHa Hat A at A at 


Set the switch to the ‘‘closed’’ position and record the load voltage and current and 
compare with the above stated values 

Volts 

ma 


Disconnect the primary power. 
Wire up the circuit shown in fig. 2. Set the switch to the ‘‘open’’ position. 
Record the values of zener current and voltage. 


Volts 
ma 


Set the switch to thé ‘‘closed’’ position and record the values of zener current and 
voltage 

Volts 

ma 


The difference in load current and the difference in zener should be approximately 
equal. 
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GENE’'S 
GUDGMENTS 


By 
Gene 
Lewin 


If only Bubbles’ were 
a conversion 


(Editor’s Note: Gene Lewin joins Play 
Meter this issue as a games reviewer. 
His column will be a regular feature of 
the magazine. Here is Gene’s back- 
ground and his rating system.) 

I have been an avid game player 
since 1972 and a game operator, as 
well as a game technician, since 1977. 
Since 1977 I have monitored weekly 
earnings on every game I own, which 
at present is more than 400 machines. 
My rating scale is: 

10 Fantastic. Cream of the crop. 
Should make Number One on 
the chart. 

9 Great. Will make the top Sinthe 
chart. 

8 Good. Should make the top 10 
in the chart. 

7 Better than average. Might 
make the top 10 but won’t stay 
there for very long. 

6 Slightly above average. It’s 
lucky if it makes the top 10. A 
good investment as aconversion 
only. 

5 Just average. Only worth con- 
sidering at a bargain price orasa 
conversion. 

4 Slightly below average. 

3 A 30-day wonder. 

2 Poor. Not worth considering at 
all. 

1 Absolutely terrible. Not even 
worth playing. 


Bubbles: Williams 

Play: The player is represented by 
a soap bubble. It’s his job to try to 
make the sink spotless by cleaning up 
crumbs, ants, and greasies. The more 
objects the bubble cleans, the larger it 
gets and its smile grows. The larger the 
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bubble, the less vulnerable it is. The 
enemies are the Brush and the Sponge 
(which are deadly unless the bubble 
has a mouth), the Razor Blade (which 
is always deadly), and the Roach 
(which is deadly unless the bubble has 
previously picked up a cleaning lady). 

Controls: The same type joystick as 
used in Sinistar. There are three levels 
of speed which are determined by pres- 


Operators cannot 
afford to buy 
mediocre games 
unless they 
are offered 


as conversions. 


sure exerted on the joystick. This gives 
the player more control than a normal 
eight-way joystick. Optic devices are 
used instead of switches for better 
reliability. 

Graphics: The characters are suffi- 
ciently defined. It 1s easy to make out 
what each of them represents. The ants 
and roach look especially realistic. 

Sound: Williams is still using the 
same basic sounds since its first game, 


Defender. Although they are elaborate 
sounds, they do not fit this game. 
Besides, some variety would be nice. 
Originality: This is the first game 
designed by Williams to be cutsie. Its 
theme is: clear the screen and get the 
enemies before they get you. 
Opinion: Bubbles is an average game 
and will make a decent amount for a 
decent length of time. It is not a top 
earner and should have been offered as 
a conversion. The manufacturers have 
to realize that operators absolutely 
cannot afford to buy a mediocre game 
at all unless it is offered as a conver- 
sion. Just think how many kits 
Williams would sell if Bubbles was 
offered as a conversion for Defender. 
Rating: 5 


Rug Rats: Nichibutsu 

Play: The player is represented bya 
vacuum cleaner. The enemies are 
named Bigimba, Bilbola, and Baddon. 
The object is to either vacuum them or 
roll the enemies in a rug. Rug Rats is 
similar in concept to Dig Dug in that 
the player has to shoot the enemy to 
paralyze, then kill it. Also the more 
germs rolled up, the more bonus 
points. There are three treasures on 
each set, and once collected, a crown 
appears in the center of the screen 
awarding 5,000 points and paralyzing 
the germs temporarily. The game 
seems to have patterns that the players 
will learn as in Atari’s Dig Dug. 

Controls: A four-way joystick and 
a fire soap button. It seems the timing 
on the fire is too precise, and I found 
myself losing a life when I felt I had 
fired at the night time. This is only a 
minor flaw. 
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Graphics: Not very detailed. While 
this is a cutsie game, it is difficult to 
make out what everything should be. 
If I didn’t look at the flyer, I would 
never know it is avacuum cleaner with 
a woman on it. 

Sound: Very musical and while 
entertaining, it becomes redundant. 
There is one main song for most of the 
game and other songs for other parts. 

Originality: This game definitely 
falls into the category of a Dig Dug or 
Mr. Do! type game, digging and 
making paths while trying to line up 
the enemies to destroy many at once. 

Opinion: This is a cute game, simi- 
lar to, but not a copy of, Dig Dug. 
There are patterns to learn which will 
hurt the game’s longevity. But it is 
available as a conversion, so to be a 
worthwhile investment, it does not 
need to earn as longas if it were a dedi- 
cated game. It’s not a great game, butit 
is worth looking into. 

Rating: As a complete game: 3. As 
a conversion: 5. 


Gyruss: Centuri 

Play: The player is represented by a 
ship called Gyruss. The mission is to 
destroy all the enemy ships which are 
called Exarsions, Petarions, Terarions, 
and Gigarions. The player’s ship can 
move 360 degrees around the peri- 
meter of the screen, and the enemies fly 
out from the center of the screen. Every 
four stages there is a challenging stage 
just as in Midway’s Galaga. 

Controls: Centuri’s own four-way 
joystick, which has proven to be notas 
reliable as the Wico, and a fire button 
on the right side. I feel it would have 
been better to use a control like on 
Atari’s Tempest in place of the joystick 
to achieve better and faster control of 
the ship. 

Graphics: Not up to par. The 
enemy ships are not very detailed and 
nothing special to look at. 

Sound: Very different. The sound 
has synthesized drumbeats for the fire 
sound and other futuristic sounds for 
the background. The sound effects are 
different enough that they will draw 
attention to this game. 

Originality: The basic theme of this 
game is that of Midway’s Galaga. It is 
so similar that the challenging stages 
even have the same number of ships to 
shoot and score the same bonuses. 
Only the sound effects are original. 

Opinion: Due to its similarity to 
Galaga, it may do well. Galagais stilla 
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great game. I don’t think it will do as 
well as Galaga but could be a decent 
secondary game. Too bad it isn't 
offered as a conversion, as it would be 
a much better investment as a conver- 
sion. 

Rating: 7 
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Gyruss’ futuristic 
sound effects 
will draw attention 
to this game. 


Pop Flamer: Stern conversion 

Play: The player is represented as a 
mouse equipped with a hose that 
shoots fire. The object is to pop all the 
balloons while either avoiding or 
burning up the various enemies. Extra 
points are awarded for drinking the 
contents of a glass or popping a 
smiling balloon. 

Controls: A four-way joystick and 
a fire button. A new control panel 
overlay is provided with the kit. 

Graphics: Average, the mouse and 
frog are detailed enough to be dis- 
tinguished. A cute game. 

Sound: This game is licensed from 
Japan Leisure who made Naughty Boy 
and uses most of the same sound effects 
from Naughty Boy. 

Originality: It is a clear-the-screen 
and_ get-the-enemies-before-they-get- 
you type game. 

Opinion: Pop Flamer is just an 
average game and will make only aver- 
age money. At least it is a conversion 


so to make a profit on this game, a lot 
less money has to be made. 
Rating: As a conversion: 5 


Arabian: Atari 

Play: The player is represented by 
an Arabian boy armed with a deadly 
kick. The object is to maneuver the boy 
to run over pots with letters that spell 
Arabian. If they are gotten in the pro- 
per order to spell Arabian, a bonus is 
awarded. The enemies are snakes, 
birds, and a evil genie. 

Controls: Poor, it uses an eight- 
way joystick and tries to do too much 
with it. This game is licensed from Sun 
Electronics who made the game 
Kangaroo on which it made the same 
mistake. Specifically, in order to get 
the boy to doa super leap, it is required 
to move the joystick diagonally. This 
means that both the up switch and 
either the left or right switch must 
make contact simultaneously. This 
will cause problems because the joy- 
stick has to be adjusted absolutely per- 
fectly to prevent the player from losing 
a life because of the control rather than 
lack of skill. It would be a better game 
with a separate jump button. 

Graphics: Fair, not very detailed, 
but cute. The characters and enemies 
are easily identified. 

Sound: Very similar and no better 
than its previous game, Kangaroo. 

Originality: It has a new twist in 
giving an extra bonus for spelling out 
Arabian in the right order. Other than 
that, it is just another clear-the-screen 
and _ kill-the-enemies-before-they-get- 
you type of game. 

Opinion: This game is not even as 
good as Kangaroo. The only way it 
would be a worthwhile investment 
would be if it was available as a 
conversion. It seems that this game 
was produced to keep Atari’s pro- 
duction line running. 

Rating: 4 € 


“MONEY 


MONEY” 


MAKES MONEY! 
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CRITIC'S 


CORNER 


By 
Roger C. 
Sharpe 


Mazer Blazer's novelty may 


How often have you read about the 
demise of coin-op, how the novelty has 
worn off, and the fad is finally over? 

The mistaken premise of this absur- 
dity is that coin-op will persevere in 
some form depending upon the 
public’s tastes and technology. It’s 
similar to what befell the movie indus- 
try pre-“Star Wars.” Business wasn’t 
that good, cable TV was starting, and 
some thought feature films wouldn’t 
hold a substantial audience. Time has 
proven differently, as it will for coin- 
op entertainment. 

Changes will be made (and have 
been made already) to perpetuate the 
evolutionary development of the 
industry. Unfortunately, but under- 
standably, the method of operation is 
to hit on a trend and then milk it for all 
it’s worth, often at the sacrifice of 
trying something innovative for fear of 
tampering with a winning formula. 
Other attractions are excluded or fade 
from view. 

But then the overriding direction of 
product design taps itself out, grows 
stale, and loses its appeal. Business 
and earnings suffer before someone 
finds a workable alternative. Once the 
new direction is established, the cycle 
is destined to occur again and again. 

Business goes on, admittedly not at 
the heights of a couple of years ago. 
But 1983 is far from over, and we’re 
already seeing some movement toward 
a more diversified array of products. 
The search is vigorously underway to 
seek new solutions, even when it might 
mean a return to former attractions. 

So we're seeing an attempt to 
resurrect basics suchas Skee- Ball, pin- 
ball, shuffle alleys, and, of course, a 


generate player excitement 


game like Chexx which hit just when 
the time was right for something dif- 
ferent. This trend will continue out of 
necessity and the fact that the market 
exists to support such creations. It 
may be hot outside, but the heat’s also 
behind manufacturers’ closed doors. 


Stern’s Mazer Blazer 

When I first saw this game at the 
AOE, I felt Stern chose a coin-op alter- 
native with a better-than-even chance 
to survive on its novelty value alone. 
Here is a video with a difference—the 
old gun game updated to incorporate 
the new technology. 

PLAY: Grip the handles of a two- 
fisted gun and fire away. Instead of 
using a joystick or acouple of buttons, 
Mazer Blazer brings back a more 
physically interactive effort. It also 
introduces a magnified screen image, 
via a relationship with Beamscope—a 
home directed company selling 
detached units for enlarging television 
viewing entertainment as an option for 
purchasing projection screen models. 
The action is basic with a maze layout 
that features onrushing enemies bent 
on reaching a center ship. Players must 
shoot them before they succeed. 

It’s that simple, but there are eight 
creatures to get as they move from all 
areas of the screen. Accuracy is impor- 
tant, as well as setting up a strategy. A 
bottom freeze target is used only a few 
times during the game. It stops all 
movement in the maze for a brief 
moment allowing some easy pickings 
of aliens. There are 12 succeedingly 
difficult racks to complete along with 
bonus rounds in-between each. Match- 
ing this number is a cast of characters 


with diverse powers and abilities. In 
addition, the game has a “wall bonus” 
value and areas on screen which result 
in different point totals depending 
upon where an alien is hit. 

ANALYSIS: Mazer Blazer is an 
interesting game that isn’t without its 
flaws. But the novelty might be enough 
to generate some player excitement. 
The play is fairly straightforward but 
can the action of the game sustain the 
challenge? 

The gun itself is a bit unwieldy and 
the positioning depends upon how tall 
a player is. But there’s no question that 
for a shoot ’em up, it offers a viable 
alternative for players. Players need to 
adjust to the larger screen image, but 
once this is accomplished, it’s time to 
set up a Strategy and refine it. How 
difficult this is will ultimately decide 
whether it’s too repetitious of a theme. 
The concept itself has potential and 
further applications. 

GRAPHICS: The on-screen images 
are decently presented, with no real 
dimensionality but this is less a knock 
than an observation. A host of char- 
acters are present and give the game 
some depth. But the only draw is the 
novelty as well as the use of the 
enlarged screen. The color range, 
however, does offer some visual 
Change along with some effects 
especially in the bonus rounds. 

PROS AND CONS: Mazer Blazer 
works on a variety of counts especially 


- for the summer season and those loca- 


tions looking for attractions that stand 
out. Today there’s something to be 
said for this alone. Whether the player 
gets a sense of being more actively 
involved with the game because of the 
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gun mechanism might be a better 
insight into the design and feel of it. 
Taken as a whole, this Stern effort has 
a chance in today’s marketplace and 
that’s enough to warrant a closer look. 

RATING: I have mixed emotions 
about Mazer Blazer. Conceptually | 
like the idea but it might be the execu- 
tion that has left me less than over- 
whelmed. It will either be a steady 
earner that doesn’t blow anyone away, 
or a flop depending upon the loca- 
tion—where it’s positioned—and the 
type of regular customers. We'll go 
with a ##IA. 


Williams’ Bubbles 


It has taken us to outer space, doing STOCK OR CUS TOM 
battle to save the universe, and to the e SAME DAY SHIPMENT ON STOCK TOKENS 


world of jousting. But now there’s 


something different afoot. Will the e QUALITY ARTWORK AND DESIGN AT NO 
new approach be a valid one? CHARGE 


PLAY: There’s a lone joystick and e TOKENS ARE MINTED UNDER RIGID 


the kitchen sink—pure and simple. 


Maybe seen as a simplified Robotron, QUALITY CONTROL STANDARDS 


the object is to move around the sink, 


maneuvering a bubble in the quest of itl OFFMAN & It OFFMAN 


polishing off different obstacles such 
as ants, greasies, and assorted muck, CARMEL-BY-THE-SEA, CA 93921-0896 


while avoiding deadly roaches, rusty 408-625-5333 


razor blades, and oncoming brushes. 
A cleaning woman offers the oppor- 
tunity for the bubble to gain a broom 
as a defense. The bubble grows larger 
and eventually forms a mouth which 
gives it additional power. 

When the sink drain flashes green 
and if the bubble has a mouth, depart, 
if possible, down the drain for extra 
bonus points and the chance to leap 


Designed for 

e Mini Compact Pickups 

e ¥2 Ton to 1 Ton Trucks 

e Pick-ups and Walk-in Vans 


ahead an increased number of screens. —_ 3 e 1 Ton Stake Beds & 
Finish off the sink and don’t depart, Van Bodies 

and it’s on to the next screen with an 33’ | 

overripe bubble that’s ready to burst. Depth ‘ 

There are also bonus rounds for getting Platform Soe claaiick Gate 
even more points. When the player r _—a Fleetside, Ford and Dodge with 64 


advances, the degree of difficulty | | wide pox 1969 and ao 
increases accordingly with more 
obstacles and finer controls. 
ANALYSIS: When I first encoun- 
tered Bubbles at the AOE, I was intri- 
gued by the theme and the action. The 
lone joystick makes it more inviting 
for a novice player and the object isn’t 
too difficult. In fact, this make-believe 
environment of a scrubbing bubble 
doing battle against the kitchen sink 
nasties looked kind of cute. The effort 
appears to be in keeping with the 
attempt of cartooning and “cute-ing” 
up video games in general. 
GRAPHICS: In terms of artwork, 
Bubbles brings some very defined 


WOODBINE MFG. CO. 


WOODBINE, IOWA 51579 PHONE (712) 647-2050 
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characters on a bright blue screen, 
while also enhancing the package with 
solid effects and other bright colors. 
The break from what has been the 
Williams’ video tradition is complete 
with this light rendition of a kitchen 
chore. 

PROS & CONS: The reaction to 
Bubbles, not only at the show but also 
on location, surprised me. Many were 
turned off by the theme of having to 
clean a kitchen sink and avoid cock- 
roaches. It was distasteful for them to 


YOU NEED 


deal with a real situation under the 
guise of fun or entertainment. I was 
shocked because I never made a video 
game into a real life occurence, no 
matter how brilliant the graphics. To 
me games have always been a separate 
universe where poetic license has no 
boundaries. And I never found myself 
saying that a game was too real. 

By and large, the play is straight- 
forward, though it’s difficult to control 
the bubble, but there are enough 
strategies to keep the game interesting 


“MONEY 
MONEY” 


NOW more THAN EVER! 


BMUZAC INTERNATIONAL © 415/341-5200 


CALL COIN MECH 


TOLL 
FREE 


We'll help you select the correct 
Coin Mech to make your 
conversion simple and 
problem-free. 


Durable metal mechs 

in all of the popular sizes 
.800 .882 .900 .984 
.984/25¢ Combo 


OQuUN 
ECHANISMSS wc. 


817 Industrial Drive 
Elmhurst, IL 60126 
In Illinois phone 312/279-9150 
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800/323-6498 


You can depend on Coin Mech 
For over 30 years... 
QUALITY-ACCURACY-: 
EXPERIENCE in Coin 
Mechanism design for the 
Amusement Industry 


for repeat play. 

RATING: Bubbles is a decent 
game with a non-repetitive series of 
screens and action that should keep 
the appeal open-ended. However, 
Bubbles also has an identity crisis. 
We'll hedge our bet and go witha ##. 


Bally’s Grand Slam 


Not only has pinball returned to 
some extent, but we also find the return 
of the baseball-themed game that 
Gottlieb, for one, was known for inthe 
old days. Once again the aim is more 
simplified action. 

PLAY: The action begins with a 
top right portion of three lanes for a 
potential grand slam, and a left side 
saucer for spelling out H-O-M-E-R. 
Just below is a thumper bumper area 
with five stationary targets spread 
around spelling T-R-I-P-L-E. At the 
left is a small flipper and the chance to 
send the ball back up a side lane to the 
top on a well-timed shot. 

Move to the center of the board, and 
the main feature is present with the 
same type of set-up as Speak Easy— 
five “fly-away” targets (H-O-M-E-R) 
which, when hit in sequence means 
extra point totals as well as runs and 
the chance for an extra ball and 
special. At the right of this is a spinner, 
while the left balances things off witha 
gate. Add more stationary targets here 
which tie in with the lower lanes for 
gaining S-T-E-A-L and the oppor- 
tunity for 2X or 3X multiplier values 
as well as 50,000 points for repeating 
the sequence three times. 

The bottom brings into play a right 
side similar to Mr. and Mrs. Pac-Man 
with an outside curved lane and a 
straight-down interior lane, while the 
left side is a more conventional lane 
down to the flipper. 

ANALYSIS: The play of Grand 
Slam is fairly straightforward. The 
primary need is to bang away at the 
center targets, getting them in order if 
possible, but even hitting them out of 
sequence means points and runs. The 
other features are nothing more than 
window dressing, although they do tie 
the theme more closely together, 
which is enhanced by the diamond 
graphic at midfield complete with star 
roll-overs at each base. 

The layout, however, is self-limiting 
by design with a center area that is 
nothing more than vertical up and 
down movement from the flippers 
under the targets and up to the thum- 
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per bumpers. The right side,mean- 
while, is just a turn around on top at 
the bumpers. The left side needs to be 
well-timed to get any play from that 
upper small flipper. 

Otherwise most of the action is in 
close proximity to the flippers with 
these being the major source of play 
since there are no slingshots below, 
only rebounding rubber. Reverses are 
decent, although left to right and right 
to left movement predominates. 

GRAPHICS: For the summer 
pastime, Grand Slam recreates the 
flavor of baseball with some good 
detail work, bright colors, and strong 
images. This is especially true on the 
board where the layout is enhanced by 
the artwork which is up to Bally’s 
Standards. 

PLAY: There’s_ six-digit scoring, 
and bonus totals are tied into the runs 
scored. Depending upon what you 
decide to keep in memory, such as 
multiplier values, the setting of levels 
should come out to about 600,000 
points and 1,000,000 points for extra 
ball play. In free play locations, these 
limits might withstand an increase of 
about 200,000 to 400,000 points for 
each depending upon your percent- 
aging and the caliber of the players. 

PROS & CONS: I understand the 
trend of bringing pinball back to 
basics, even the resurrecting of old lay- 
outs which have been updated and 
modified. However, some keys 
shouldn’t be ignored, such as the satis- 
faction of making long shots or the 
ability to shoot at an array of targets 
which are missing on Grand Slam. Get 
the game down, and there’s not much 
to sustain play. In fact, it seems that 
one shot is missing from the layout. A 
series of in-line targets or a captive 
ball, or something other than that 
dead right side and an almost impos- 
sible task of getting the ball back to the 
top once it’s in play could have embel- 
lished the game. Whether today’s 
players are sophisticated enough to 
notice this isn’t the issue since some 
hardcore pinball players remain. What 
we have left is an ordinary game with 
some interesting features but not 
enough to tie the whole package 
together. 

RATING: At this juncture in the 
evolution of pinball design, there is 
still the need for some originality even 
if it is a rehash of older game boards or 
feature configurations. Grand Slam is 
a glimmer of potential that leaves 
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We're Playing Your Song. 


From the electronic wizards at Marantz comes the Marantz Ragtime Piano, an 
exciting, profitable addition to coin-operated entertainment. It’s a self-playing piano 
with a patented computer mechanism that uses cassette tapes to control the piano keys . 
and pedals, producing a vivid, ‘‘live’’ performance. Gone are the limited selections, 
brief playing time and mechanical problems of old-time piano roll players. 


That’s Entertainment! 

The Ragtime Piano means music and 
style that will never go out of date. It 
eliminates the trouble and expense of 
replacing worn piano rolls or changing 
records on a juke box. The Ragtime Piano's 
fine traditional styling fits any decor, and 
with the push of a hidden button, it’ll even 
play Happy Birthday! Plexiglass panels 
allow customers to watch the mechanism 
and keys in action, and that’s adding 
solid entertainment value. 

Easy to Place 

The Ragtime Piano is a welcome 
replacement for a juke box in many clubs, 
restaurants and lounges, and will open 
doors that reject juke boxes. It can even 
perform as an ordinary piano; in fact, if a 
club already has a piano, you can install our 
Marantz mechanism and convert it easily 
into a profitable, coin-operated piano. 


BACK 


PINBALL’S 


WITH A NEW 
AWAKENING 


BMUZAC INTERNATIONAL 


And it eliminates the problems of keeping 
up with top ten hits. 


Easy to Service 

Modular electronics make the Ragtime 
Piano easy to maintain and unlike other 
automatic pianos, tuning and service is 
a snap. And with Marantz, technical 
expertise is never further than 
your phone. 

High Return 

The Ragtime Piano promises maximum 
return on your investment at a substantially 
lower price than you'd pay for an old- 
fashioned player piano. If you recognize the 
music of profits, give us a call toll free at 
1-800-438-7023. Distributorships available. 
As always, Marantz is playing your song: 
the Jingle of Silver. 
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Marantz Piano Co./Box 460/Morganton, NC 28655/ 704-437-7135 
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much to be savored once the initial 
challenge wears off. It’s time to get 
further into the game and the nuances 
of play. For this, we'll go with a ##. 


Williams’ Joust 

Take the theme and graphics of a 
successful video game and translate 
them to pinball, and you might get a 
Defender, or better yet, a novel idea 
that’s inspired by the two-player con- 
cept in the video game. Gottlieb’s 
Challenger and Komputer Dynamics’ 
Invasion Stratogy previously attempted 
to bring two-player head-to-head 
action to pinball in the 770s to less than 
overwhelming success. 

Maybe the time is right to resurrect 
the idea with this feature-filled chal- 
lenge of competitive pinball. Joust 
might have some legs depending upon 
company promotions to raise the 
players’ awareness level of the game 
and the importance of placement at 
locations. Buried in the back of an 
arcade, Joust is destined to get lost in 
the shuffle and, at worst, passed by 
(shades of the old air hockey games or 
even Atari’s Football, where floor 


OPERATED KIDDIE RIDES 


oor 
autorovo canada Itd. 


MANUFACTURERS AND OPERATORS OF COIN- 


space was crucial consideration). The 
potential of Joust opens up the possi- 
bility of tournaments or even leagues if 
it can be properly marketed to opera- 
tors. 

This is especially true because the 
game is a solid effort with a good 
balanced design and integrated fea- 
tures which all tie in for either single 
player action or the more appropriate 
two-player battle. We'll go witha solid 
HHH. 


ICE’s Chexx 

Here’s a company with an excep- 
tional game concept which brings a 
very basic entertainment idea that 
borrows heavily from the old home 
versions of hockey as well as foosball. 
Dressed up with some good sound 
effects that include the national 
anthem and crowd noises, Chexx is a 
solid attraction because it’s novel 


enough for today’s players who might 
not remember previous efforts. 

The game is perfect for team play 
and should hold steady as an arcade 
piece as well as a bar piece through the 
summer months and well into the next 


FORGET EVERYTHING YOU EVER HEARD ABOUT KIDDIE RIDES UNTIL NOW 


AUTOROVO IS NOW AVAILABLE FOR 
U.S. CUSTOMERS 


successful in Europe for 15 years 
now also built in Canada 


taxes 


hydraulic rides, animals, trains, 

cars etc. all equipped with solid 

state board with proven reliability 
during the years 

save, buy direct from factory in 

cdn. dollars. You don’t pay Canadian 


CONTACT US NOW 

for free documentation and find 
out why operators with experience 
appreciate our products 


hockey season. I wonder what the 
success of Chex x will lead to in future 
designs and product knock-offs. A 
strong #### for this standout earner 
which proves that there can be more 
than video in attracting players. 


* * * * * 


There’s an array of coin-op games 
which prove that the market is broad- 
ening to encompass a variety of attrac- 
tions. The news of a Sega baseball 
game, which is already a rage in the 
Orient and is due here by the time you 
read this, lends further credence that 
this trend is far from over. 

There’s also more in the way of 
flipper games, as well as diverse equip- 
ment as Exidy’s Whirly Bucket and 
Fax quiz game along with Bally’s 
Professor Pac-Man quiz video. Add to 
this the coming video disc games, as 
well as an assortment of video 
machines, and you get the idea that the 
summer is long from over. The times 
may be tough, but it’s not all doom and 
gloom. Until next time, then, be well 
and prosper. e 


P.O. Box 668, Orillia, Ont. Canada L3V 6K5 (705) 325-4286 Benny Vos, President 


82 


PLAY METER, August 15, 1983 


Batter up 


With the crack of a bat and the roar 
of the crowd, baseball fever arrives. 

Sega Electronics Inc. brings Cham- 
pion Baseball to the U.S. after a suc- 
cessful debut in Japan. % 

Champion Baseball requires game- (My 


players to constantly analyze their AVL | we Sa Dattle bug S 
strategy and plan ahead as they play Sega | age 7 


<a. te 


® 
against the game’s computer. Cham- 
pion Baseball features player control 
Over every aspect of the game. Players 
may choose their favorite team—pitch, 
hit, run, field balls, steal bases, bunt, 
and slide into base. 

Starting with a team roster, the 
game-player may choose his favorite 
team from among 12 cities, each team 
wearing uniforms which closely match 
the real thing. The computer then 
makes its selection from the remaining 
teams, and with the umpire’s call of 
“Play Ball!” the game begins. 

The split screen presents two sepa- 
rate views of the game—one showing 
the ballfield from behind home plate 
or from the outfield (depending on 
whether the player is up to bat or 
playing defense), and an isolated close- 
up showing the actions of the batter 
and the pitcher. 

The game-player is the batter, con- 
trolling the batter’s stance with the joy- 
stick and the swing of the bat with a 
control button. When each batter 
comes up, his lifetime batting average 
appears on the screen. If the batter is 
not strong enough, as team manager, 
the game-player can call up a pinch 
hitter. 

Playing defense, the game-player 
moves with his team to the field and 
takes to the mound as pitcher. Sizing 
up the batter the computer sends to the 
plate, the player can control the pitch 
with the joystick and throw a curve, 
slider, knuckle ball, fastball, fork ball, 
or screwball. 

In the field, the game-player can 
maneuver his team to shag a fly ball, 
field a grounder, turn a double play, 
even catch the runner in a pick-off. 

Champion Baseball is available in 
an upright model as well as a sitdown 
table, and is a one player/two player 
game. 
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Mario, the carpenter from Donkey 
Kong, is joined by his brother, Luigi, 
in a battle against pests in Nintendo of 
America Inc.’s Mario Bros. 

The pests come from the waterpipes 
underground. Each _ pest—shell- 
creepers, sidesteppers, fighterflies, and 
slipices—has its own personality and 
reaction to the game’s action. The 
brothers must maneuver up and down 
the floors to flip the pests upside down 
and then kick them off the floor into 
the water below. 

While the brothers battle the pests, 
they must also beware of all the 
obstacles: slippery floors, and hot red 
and green fireballs. For extra points, 
Mario and Luigi run and jump to 
collect spinning coins. There is also a 
special Pow feature in the center of the 
screen which can be used three times to 
immobilize all the pests for a few 
seconds. 

Company Officials said Mario Bros. 
incorporates structural improvements 
including a metal control panel with 
Lexan overlay, a grounding system, 
non-removable molded control knobs, 
a Structurally stronger marquis, and 
panel height designed for the size of 
the average player. An over/under 
coin door has also been incorporated. 

A new bookkeeping system pro- 
vides the operator with game times, 
game scores, and number of one and 
two player games. Operators can 
adjust game lives (3-6), difficulty level 
(easy through hard), bonus levels, and 
coinage. 

Mario Bros. is available in an 
upright model with a wider panel to 
facilitate the two-player option as well 
as in a newly designed table model for 
side-by-side play. 
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Lost in 
space 


Centuri Inc.’s Gyruss, a multi-stage 
video space adventure is manufactured 
under license from Konami Industry 
Company Inc. of Japan. 

The player begins his 23-stage 
adventure on the cold, dark planet 
Neptune, almost 3 billion miles from 
Earth. His progression through these 
Stages brings him closer to home. 

‘The game theme and graphics are 
further enhanced by an original 
musical score,” Arnold Kaminkow, 
Centuri president said. A computer- 
generated version of a classical music 
theme has been programmed into 
Gyruss and is synchronized with the 
game play. 

According to Kaminkow, Gyruss 
will be produced in both upright and 
cocktail table models. “Both models 
feature new cabinet designs,” Kamin- 
kow said. The upright model places 
the monitor in greater proximity to the 
player, while the cocktail table version 
features a complete new design that 
includes a full-size, 19-inch monitor. 


Magic 
carpet ride 


The story is timeless: a lovely prin- 
cess held captive ina castle towerand a 
courageous young prince ona perilous 
mission to rescue her. 

In Atari’s Arabian, the player, as the 
prince, must complete four levels of 
play before he can reach his lady fair. 
The story opens on page one, as the 
levels are called, and takes place ona 
ship where the prince must climb 
rigging to reach a crow’s nest at the 
top. 

On the way he may collect brass 
jugs, each with a letter of the alphabet 
on it. If he collects them in the proper 
order, the jugs will spell out ARABIAN, 
and the player is awarded bonus 
points. If he collects them in the wrong 
order, play continues, but no bonus is 
awarded. 

The prince must also contend witha 
few obstacles: Roc Birds, which dive at 
him in an attempt to knock him off the 
rigging; Oscars, which chase him; and 
Genies, who fade in and out of sight. 
When visible, they send snowballs fly- 
ing at the prince. 

Once the first page has been com- 
pleted, page two begins—with our 
hero on the shore. The path to the 
castle is dangerous, and the prince 
must crawl through a cave. When he’s 
not on his hands and knees, avoiding 
low-hanging rocks, the prince is busy 
climbing or swinging across vines. 

At the end of the cave, the prince 
must climb a tree. If he is successful, he 
proceeds to page three—at the gates of 
the castle. The only way up the wall is 
by hitching rides on a series of flying 
carpets. The prince super-leaps from 
Carpet to carpet, being careful not to 
get knocked off by a low flying carpet. 

On page four, the princess beckons 
from her lonely perch. The prince must 
ride flying carpets and climb ropes to 
reach her while avoiding foes and 
grabbing brass jugs. Finally, they are 
reunited and fly off together on a 
Magic carpet into the sunset. 
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Aids to the Trade 


Flying billboards 


Consider a kite promotion for 
summer or fall—kites flying overhead 
with your message printed on them 
advertising your location. 

These “flying billboards” in your 
choice of four colorful designs are 
available from Business Builders with 
your name, special message, or logo 
printed in a 12-inch diameter circle in 
the kite’s center. 

Semi-custom imprinted two-stick 
kites can be purchased in minimum 
quantities of 1,000. These 30” =x 24” 
paper kites can be given as free-with- 
purchase offers. 

Full custom paper or plastic kites 
are also available. A 30” x 24” or 36” x 
30” paper kite with a larger area for 
your message can be designed with a 
minimum order of 5,000. Plastic kites, 
custom printed with your design, are 
available with a minimum order of 
10,000. The plastic kites come in the 
traditional two-stick style 36” x 30” or 
in a super-sized 42” keel kite with a 
futuristic shape for space game pro- 
motional tie-ins. 

For further information, contact 
Carol Kantor, Business Builders, 
10381 S. DeAnza Blvd., Suite 209, 
Cupertino, CA 95014. Telephone: 
408 / 446-4400. 


Cross-reference 


A new 24-page publication cross- 
referencing RCA SK Series replace- 
ment semiconductors with generic 
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components and manufacturers’ stock 
numbers in video games by nine manu- 
facturers is available. 

The manufacturers include Atari, 
Bally, Cinematronics, Exidy, Gottlieb, 
Sega, Stern, and Williams. Types are 
listed in both generic component 
sequence and in manufacturers’ 
sequence. The RCA SK Series Video 
Arcade Game Cross Reference, 
1K 7235, is available at local RCA SK 
distributors, or write to Sales Promo- 
tion Services, RCA Distributor and 
Special Products Division, 2000 
Clements Bridge Road, Deptford, NJ 
08096. 


Pneumatic impulse 
counters 
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This 23-page color illustrated brochure 
describes the full range of available 
pneumatic impulse counters. Included 
are technical data on pneumatic 
totalizing counters, preset pneumatic 
counters, pneumatic differential coun- 
ters, pneumatic timer units, and coun- 
ter combinations and specials. 

Pneumatic impulse counters are 
particularly useful for counting event, 
sections, or numbers of items, for 
metering applications, on packaging 
machinery, in automatic processes, in 
cutting parts to length, and as program 
control devices. 

Additional information and _ this 
brochure may be obtained from 
Hecon Corporation, 31 Park Road, 


Tinton Falls, NJ 07724. Telephone: 
201/542-9200. 


Videotape vending 
machine 


Essex Engineering Company of Essex, 
Connecticut, has been awarded exclu- 
sive manufacturing rights by Video- 
Mat International of New York City 
to build an automated videotape 
vending machine for worldwide dis- 
tribution. 

The Videomat is a _ stand-alone 
device for the rental and return of pre- 
recorded video cassettes, utilizing a 
customer’s major credit card instead of 
cash. The Videomat is equipped witha 
CRT for instruction, a MAG stripe 
reader for credit authorization, a bar 
code reader to identify return tapes, 
and a printer to issue rental and return 
receipts. 

The Videomat contains an on-board 
microprocessor with non-volatile 
bubble memory. This on-board com- 
puter maintains perpetual tape inven- 
tory, records all open and closed tape 
rentals, and produces an audit trail of 
all transactions. 

The Videomat was designed and 
engineered by Essex Engineering, 
including a prototype unit that was 
introduced at the January Consumer 
Electronics Show in Las Vegas. 
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COMING 


AUCTIONS 


CONDUCTED BY 
COLONIAL AUCTIONS, INC. 


Marietta, Georgia 


300+ GAMES 
Including a large selection of the NEWEST games: 
Pole Position ¢ Ms. Pac-Man @ Galaga @ Time Pilot 
Millipede ¢ Star Wars © Chexx © Zoo Keeper ®© Mappy 
Krull ¢ Gyruss © Bump ‘N’ Jump ¢ Q*Bert 


A large selection of other Pac-Man and many conversion-type games. 


IMMEDIATE AUCTIONS 


Knoxville, TN Greenville, SC Atlanta, GA 
August 6 August 20 3-Day Spectacular 
September 8-10 


CALL FOR INFORMATION 
THIS CALL IS FREE 1-800/241-2237 


In Georgia: 404/434-6199 © 404/688-3507 e 404/887-7580 


ONLY LEGAL GAMES WILL BE ACCEPTED AT THESE AUCTIONS. 
GAMES FURNISHED BY DISTRIBUTORS, OPERATORS, 
AND FINANCIAL INSTITUTIONS. 


COLONIAL AUCTIONS, INC. 


291 Pat Mell Road, Suite 105 
Marietta, GA 30060 
AUCTIONEER: Col. H.C. Thomas ¢ TAL#1235, SCAL#996-R, AAL#474, GAL#363 
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CLASSIFIED 
ADVERTISING 


yA yA AMAZIN’ AMUSEMENTS, INC. 


PRESENTS 


I. F 


e Available now for the first time! 

e Prepared by the industry's top attorneys at a cost of thousands 
e Used & proven effective by major route & arcade operators 
e Complete 20-part ready-to-sign contract form 

@ Available now: only $19.25 (postage & handling included) 


Send Check or Money Order to: 


AMAZIN’ AMUSEMENTS 


28145 Greenfield Rd. 


C.0.D. & 
Credit Card Orders: 


Suite 22 
Southfield, MI 48075 


Enclosed is Check or Money Order for $ 


RS ere Gre ee ea Exp Date Call Anytime! 
ee a exp Date a 
Signature Same Day Shipment 
hans 313/557-6037 

Address 
ei eee ee ee ee, Zip 


AMAZIN’ AMUSEMENTS, INC. A yA 
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LOOKING FOR A GREAT DEAL? 
UNIVERSE HAS IT! 


We ship from our east coast/west coast warehouses 
BRAND NEW IN THE CRATE 


Pole Position Bump ‘n’ Jump Zoo Keeper 
Mr. Do! Star Trek Congo Bongo 
Millipede Buck Rogers Xevious 

Star Wars Gyruss Arabian 


We supply conversion kits 


Largest supplier of redemption / prize equipment 
Assorted USED games available for immediate delivery 


CALL COLLECT FOR PRICES 


U.A.I. Pacific Ltd. 
693 So. Magnolia Ave. 
El Cajon, California 92020 
West Coast (619)440-5785 


Universe Affiliated Int’l., Inc 
314 West First Avenue 
Roselle, New Jersey 07203 
East Coast (201)245-4222 


Liaheweietit aii 


PHOTO MACHINES 
WE BUY AND SELL 


CHEMICALS, FILM, PARTS 


BES 
T PRICES GUARANTEED! FREE CATALOG AND SAMPLES 


showing vending machine labels, truck 
AOfin oars prone er ee eo ees 
305/474-5888 New Haven, CT 06505. Tel: 203/772-2520 


WILLOW ENTERPRISES BELITA 


LIGHTWEIGHT PORTABLE 
COIN COUNTER 
Manual or Electric 
AUTOMATIC STOP 
INEXPENSIVE 
COIN TRAY SUPPORT 
BAG HOLDER 
FAST 
ONLY 9 POUNDS 
e LONG LASTING 
R.H. BELAM CO., INC. 3 


1 Delaware Dr., Lake Success, NY 11042 
516/488-5600 | 
800/645-6573 a } 


(Visa or Mastercard welcome!) 


“35 years of experience” 


WE BUY, SELL, and TRADE 
ALL TYPES OF VIDEO GAMES 


We handle: Atari ¢ Bally ¢ Taito ¢ Centuri ¢ Antiques 
—and all forms of coin machine equipment— 


HAVE TRUCK WILL TRAVEL 


Call us! Let’s Talk Business! 


LOU WILNER, LARRY WILNER 
in Maryland ¢ 301/768-3400 
outside Maryland © 800/638-7879 


66 PLAY METER, August 15, 1983 


Call or Write: 


Shelley Smilen 

Malibu Grand Prix Corp 
21300 Califa Street 
Woodland Hills, CA 
91367 


(213) 703-0022 
(800) 423-5487 


Locations through- 


out the United 
States. Videos and 
Pinballs always avail- 
able at good prices 
from our chain of 
game rooms! 


MALIBU FUN CENTERS. 


0 AE RP BOS BAPE MEME LE LEME 
COOMA OOONUERSION KITS © 


WHOLESALE GAME SALES 


LT TF 


be FRUITS - newest copyrighted * COMPLETE BOARD & CRT (RECONDITIONED) 
nN sensation .......... $400.°° § REPAI All Legal/No Copies 
\ Desert Dan......... 400.°° . N ‘adie FACE — Donkey Kong 
ow open serving the Tempest 
. Woodpecker ........ 425, \ Washington D.C. area 
ty Battlecross......... 450.°° ® COMPARE OUR PRICES & Defender 
‘ Funny Mouse ....... 475.°° . TURN AROUND TIME!!! cia 
" Sky Lancer «. i454. 475.° & Many More To Sell! 
be CALL BMI, HORSHAM, ® 703/ 437-0627 For New Game Prices, Call: 
PENNSYLVANIA eee 
a 215/675-5800 > (408)946-4263 
LE LP LO AP BE LF ME OME PP 
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pont sit on your ““‘ASTEROQIDS’”!! 


CONVERT TO NEW HOT FULL COLOR GAMES 
WITH XC-100 ASTEROIDS CABINET CONVERSION KIT 


All you need is a PC Board 


% $469.0% 


KIT INCLUDES: 
* Choice of control panels 


* Monitor bracket template for easy mounting 
* All required hardware 
* Easy instructions other 


* 19” color monitor 

* Clear header 

* Monitor mounting bracket (allows both 
vertical & horizontal picture tube mountings) 
* Picture tube bezel 

* Joystick, buttons, and switches included 
* Tinted plastic safety screen 


THIS IS A SUPER KIT! IT IS WELL ENGINEERED & CAN BE 


INSTALLED IN LESS THAN 2 HOURS 
“YOUR TOTAL SATISFACTION IS GUARANTEED" 


VIDEO GAME OUTHET, DINIC. 
213/516-9525 


15000 Main Street 
PLAY METER, August 15, 1983 89 


* All you need is a PC board kits 
available 


Gardena, Calif. 90248 
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sapgyade 


* LOCATION READY * 


FULLY RECONDITIONED VIDEOS 


Time Pilot - Omega Race ... 


—— s 


NEW VIDEOS, POOL TABLES. 

* CALL FOR CURRENT PRICES * COIN COUNTERS, CHANGE MAKERS/CALL FOR PRICES 

Complete repair service/ 
Legal Conversions 


| LEARN TO REPAIR VIDEO GAMES 
VHS or BETA — $395 


ZIP TRIP VIDEO GAMES, ETC. 


821 N. 2nd, P.O. Box 1487, Seminole, OK 74868 


(405)382-1000 


NEW & USED GAMES Pha it 
uper Pac-Man 
Ms. Pac-Man : Pac-Man Plus 
Buck Rogers t 
Stargate BurgerTime (Deco) . . 
Jungle King : Football 
Mr. Do! 
Defender 
Lady Bug th - Warp Warp . Conquest 
7 t ; - Asteroids (ct) Rapid Fire 
empes Grand Champion... . Star Castle 
Tron - Turbo (mini) 
Super Pac-Man s ; a 
Space Duel Lil’ Hustler 
Pengo j Make Trax - Frogger (ct) . Seeburg Aurora 100 
Super Zaxxon i Bandito . ees of ee 
Moon Patrol ee 


Half of knowing what you want 
is knowing what you have to give up 
in order to get it. 


CPi AMUSEMENT 
East Windsor, NJ 


— 609/448-0008 — i 


' 


aF 
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O.K. YOU WERE RIGHT! 


Our game does weigh only about 40 pounds. And you don’t need a hand 
truck to move it. And, it is true that we have only four (4) games in our 
machine that are not new and trendy (poker, craps, blackjack, and Hi- 
Lo). They are very old games that have been played for over 1,000 years. 
You were also right about our game’s cost. It does cost a little less than 
the heavier, big name games. However, if you disregard our 
shortcoming just mentioned, you can receive that famous “Kiss on the 
Courthouse Steps”’ if our cashbox doesn’t weigh as much or more on 
collection day. 


“LITTLE CASINO” 


The bar top game that lives forever 


New or Slightly Used 
——CALL FOR BOTTOM DOLLAR PRICES—— 


SPACE ENTERPRISES, INC. 


Joseph C. Orecchio, President 
Direct Factory Distributor 
7135 State Road §2, Hudson, Florida 33567 (813)862-3559 
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SPECIAL NOTICE 


purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years 
International reputation for selling 
the finest used videos; flippers; & 
amusement games available anywhere. 


Each & every game beautifully 
refinished like new by experts 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 
Tel: 504/888-3500 


UNITED KINGDOM & EUROPE 
TECHNICAL AGENCY & DISTRIBUTION 
SERVICES OFFERED 
Intimate contacts with all the decision makers 
in the Coin Machine Manufacturing Industries. 
An advisory and supply organization specializing 
in Electrical Controls and Components 
to all Industrial Markets. 

Send Replies c/o: Play Meter Magazine 
P.0. Box 24170 
New Orleans, LA 70184 (Dept. #89) 


SERVICE-SERVICE-SERVICE 
Repairs on most 
game boards & monitors. 
REASONABLE RATES 
UNI-VEND CO. 
708 Barataria Blvd., Marrero, LA 70072 
904/348-8363 
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B & A ELECTRONICS 
LEGAL LOGIC BOARDS ..... 


$99.00 


POWER SUPPLIES; MONITORS; DECALS; 
HARNESSES TO CONVERT OUR GAME BOARDS 
TO ANY MACHINE; CABINETS; 
ISOLATION TRANSFORMERS 
Box 306, Taylor, MICH 48180 


(313)675-8541 


ECT TSRABBSDCCSSBEESD | LCRSRRETTISeewESTD] CITI 


San Francisco: 415/364-8314 
New York City: 516/567-6854 
Chicago: 312/441-7666 


" iow rae ANE You BEEN PLAYING oN 
aA all cle peal ee. ‘2 


COLOR 
MONITORS 


e High Quality 
e Best Value 
e Stock In 


L ALGOL TECHNOLOGY, INC. 


ee 


If you paid $2700 for your ZAXXON, DEFENDER, SPACE DUEL and others. .. 


and it’s dropped to only $25/week. . . . 


Now Its the time to do something. 


$13.32to REVIVE YOUR $2700 ZAXXON 


Our Rapid Fire kits will help your machine back to those GOOD OLD DAYS 
Just listen to these users. . . 


“Thank you Rapid Fire, you draw all the kids back — 
to my DEFENDER, everyone wants to try this 


MACHINE GUN fire now.” 


Starlight Game Room, Florida. 


“| put Rapid Fire in my 2AXXON and found more 7 
coins in this one than my new SUPER ZAXXON 


next day.”” 
3-D Fun Center, Texas. 


For COD. call (415) 564-9768 
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Our new kits for ZAXXON & DEFENDER 
e Adjustable firing rate. 
e Easy installation—no touch on main board. 


@ Decals for front glass & fire button. 
e 90 days full factory warranty. 


$18" each or 3 for 939°" 


(Calif. residents add 6% sales tax. 
é Mail check or money order to our new address: 
¢ RAPID FIRE 
: 1827 Haight St., Suite 81, San Francisco, CA 94117 


941 
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Front Line 


: Little Casino 
Time Pilot 


Legal Casino Games 


CLOSE—OUTS Power Supplies - KGD - 23 


$45.00 each 


8 REPLACEMENT MARQUEES 
“NORTH AMERICA'S LOWEST PRICES” For all current games 
ALL MAKES NEW OR USED $25 
MIDWAY 0.E.M. prices available 
ATARI Baby Pac-Man WILLIAMS 
Pole Position Super Pac-Man Joust E-PROMS 
Millipede Satan's Hollow Moon Patrol —_—- - 8.50 a 
Quantum Kosmik Krooz'r Sinistar 2732's - 5.00 eac 
Xevious Journey Bubbles SUZ0 JOYSTICKS 
with micro switches 
ah $15.00 each 
CONVERSION KIT Q*Bert HOT! 
Bagman inuul 
quire..... +5V / 6 amp -5V / 1 amp 
——— a0 Tam 
Gyruss —Used Draw 80 Boards $1 00.°°— 


NEW WAY VIDEO SYSTEMS 
21 Langdon Street 
Everett, Ma. 02149 

617-322-2033 
GOOOOOOOCO6OO 


INTER-SPACE VIDEO SALES 


5320 Power Inn Road ‘A’, Sacramento CA 95820 
Phone: 916/386-0100 


NORTHERN CALIFORNIA'S 
VIDEO CONNECTION 
ie 
Se 


For lowest prices 
used games & boards 


WE NEED TRADES! 
Galaga’s; Ms. Pac-Man’s—u/r or ctv’s 
TOP DOLLAR REWARD 


BUY e SELL e TRADE 
916/678-5189 


-@.0.0.9.0.0.9.9.9.0 000.000.0000 00 66500 0 80 6 0 0 9 oo 6 8 6 8 8 oe 6 8 6 8 0 6 0 6 6 oo 4 
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5 4 
. Bee cae ee 
Karan saeg TERI | WE NOW DISTRIBUTE 
Pee ee ee eee eee eens Bagman (new).................. Call 3 Z 
: “ide £ oe eee es Ws Tut oe $1485 COLOR MONITORS 
Peet... ee ee : : : 
. BUUINOOO We nb e kw Ke ce 1395 SEGA : 19-inch & 13-inch : 
Oe a ae re $ 995 = = 
: MIDWAY coe rey hie ot acs S > 1095 : : 
“1 SH ee a eee ra ee Tie ate eke bcs 1695 A : 
: bag ER Ss ee tee as pe Take CAE GOWN ono nt neces ss 1995 : CALL US FOR THE BEST ; 
¢ Ms. Pac-Man................. 1995 Sub Roc 3-D (new) ............ 1995 : PRICES. WE ALSO HAVE : 
BitOee HACE 6 cca kee weee 795 = : 
ene 795 TAITO =: ALL LEGAL CONVERSION : 
. Satan's Hollow (new) .......... 1895 Jungle Hunt................., $1695 : KITS AVAILABLE & ALL : 
«© Super Pac-Man ............... 1895 re eva lee Os oss 695 : i 
Ko Galaga... ee 1995 Wild Western ................ 1095 4%: CONVERSION SUPPLIES. : 
* 3 3 

* = NINTENDO WILLIAMS : $UZO JOYSTICKS 

ie eee th amici ha | SPREE OEE ge ae ar $1995 : with micro-switches 
k unlor ........... BE es oe el wn, 6a ca E E 
ieee na. at Meee 15 %, POWER SUPPLIES i 
* EME GNE ey io oe et hw eo 995 Z : 
ss ol gael a ee a 695 : 3 
‘ | $00 VALLEY DIST. 
* ? 440 6th St.N.W., Sioux Center, 1A51250 : 
: WHOLESALE SPECIALIST : (712)722-3807 
WAKA IIIA IIIA II IIIA III III III III II IIIIII III NI ( eee oe era 
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(2) Super Speed Race $425 ea 
Black Knight 


CONVERSION 
JUNCTION 


Eight Ball Deluxe 
Jungle Lord 
Red Baron 


Space Firebird 

Soswit fw . . coe 200 

(2) Scramble ........ 400 ea 

(2) Asteroids........ 250 

(2) pd i Deluxe .. 250 a (WE BUY USED COLOR GAMES) 
TOMBOS 2 ke ke we 600 

super Bug... saan. 135 (91 8)749-091 5 

Star Castle 2 2. 6 235 

Armor Attack «2.2.2. 05% 335 

V C7. ee 455 

“lene sea 8 | CONVERSION KITS IN STOCK 
Mousetrap. . . Ree 550 

GOP owe eee fen ee 925 Nibbler ERG oa since $645 
Basketball............. 150 Tac-Scan Lost Tomb 

Beata OEE. occee ee ee 75 (Goes in Tempest) Pop Flamer 

Flash Gordon........... 395 Bump ‘N’ Jump | 

BALOZONG « 66, 65 4a 250 BurgerTime Space Rider 

Feothall (4: AD cc oe 225 | Looping Moguchan 


(2) Wizard of Wor .... 525 ea Pac-Man Plus Lady Bug 


FC! CORPORATION 


P.0. Box 45163 2764 E Prom — $6. 
Baton Rouge, LA 70895 MONITORS /WELLS-GARDNER 19K4675 


19-inch color monitor — $265.°° 


504/273-1198 

/ POWER SUPPLY / +5V @ 7amps; +12V & -5V @ 1 amp —— $45 
CONVERSION INTERFACE BOARDS/ stop re-wiring, 

GAME ARCADE FOR SALE: : : 

Located in large Midwest regional Available for 22, 44, & 56 pins —— $6.” 

shopping mall with 68 stores. Nine 

year profit making record. Newly COLOR INVERTER BOARDS/ 

remodeled. Can be purchased with or (for imported monitors ae Goes $19.95 

without machines. Serious Inquiries 

Only. Phone: 319/582-0084. (Monday, « 00 

Wednesdas: FAG Data East Cartridges $395. 

| CA RA ARRAS YE A AEE AICS RISE EG ETO NAD MB ATER DEAE 

fe RREERRNRET ENNIS Sis Ss Se FOR BEST CASH PRICES CALL: 

SCHOOE:- FOR 


ELECTRONIC GAMES GALAXY DISTRIBUTING 


Two-week course c id d pins. . 
By Schematics! Olina men 4210 S. Peoria, Tulsa, Oklahoma 74105 
CAL’S COIN COLLEGE, P.O. Box 810, 


Nicoma Park, OK 73066. 405/769-5343 


WE BUY e SELL e TRADE USED 
JUKEBOXES AND COIN CHANGERS 


VIDEO GAME BUSINESS: in 

northern California. Good income . 91 8/749 -091 5 
and good place to raise a family. 7 
916/529-3050 or 916/527-6685 
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=ALPHA-OMEGA SALES 


PACKAGE DEALS ON MULTIPLE ORDERS! 


Game Specialists ¢ Board Repair 
Parts © Expert Consultation 


e if it’s new in the crate—we'll ‘split’ the freight** 
e Call for low prices on the HOTTEST new games. 


NEW GAMES 


Rowe 87 Jukebox Mad Planet Baby Pac-Man 
Sinistar Mappy Bagman 
Star Trek Mario Bros. Champion Baseball 
Time Fantasy Pin Mazer Blazer Chexx Hockey 
Time Pilot Millipede Congo Bongo 
United & Irving Kaye Pole Position Food Fight 
Pool Tables Professor Pac-Man Grand Slam 
Wacko Rowe BC 35 MC Gyruss 
Zoo Keeper Star Wars Journey 
: Krull 
Main Event $1995 Roc n’ Rope $1795 


Full Line Vending 


Lease Tornado Foosball/Get 70% of Revenues 


CLOSEOUTS 


Bump ‘n’ Jump ....$1400 Mts DOE ae ees $1495 
Domino Man ...... 875 PONGG CS eee ones 1200 
Eight-Ball Deluxe... 1800 Bubbles.......... 1495 
Fast Freddie ...... 945 Space Duel ....... 650 
PavVitars cs... 850 Speak Easy....... 1550 
Hot Shocker ...... 1345 Satan’s Hollow .... 1400 
TROT cae aie ahh ee 1100 
CONVERSION KITS 

a $ 550 Beezer ......... $ 495 
Pac-Man Plus .... 275 Hot Shocker ..... 450 
I ad oct a kw ws 650 Lost Tomb....... 595 
Roc 'n Rope ..... 775 


LOCATION READY SPECIALS 


(No crating charge/30-day warranty on logic, monitor & power supply) 


Armor Attack.......... $ 295 Moon Patrol ........... 1995 star Castle... 54. 0c. de 395 
po | $ 350 Millipede.............. 2395 le i ar ae 895 
Asteroids Deluxe ....... 350 Missile Command ....... 500 Stargate (mini) 895 

Astro Fighter .......... 495 Monaco GP (s/d)........ 1495 Stratavox .. 4.0. es 495 
Battlezone ............ 450 Moon Cresta........... 495 Super Breakout ........ 225 
OL es ar 695 Ms. Pac-Man........... 1895 Super Pac-Man......... 1795 
| ee 795 Night Driver (s/d)....... 495 MOMPBEE > souk ne Ce eS. 795 
Centipede............. 1395 Omega Race........... 550 Time Pilot... is ies. 1995 
Crazy Climber.......... 595 Omega Race (mind ...... 495 Tournament Soccer...... 350 
Defender.............. 700 Pac Waw soi. 8c ee 1350 WR Maat a coe ante fhe 1095 
eel lO a 1295 > Pang = oa A eee 1100 Tirhe fi/r) 2 oe ed. 1995 
Donkey Kong .......... 1395 PUOOGRIN:§.. 56 sce ee 795 UGE) hss. 5 i coe Ae uk vs 1995 
Donkey Kong Junior ..... 1295 POBOYO) is cost utes 1895 Wizard of Wor (u/r & mini) 695 
Jungle King ........... 1595 O° Raets < is tase eine ee 2195 BO ONEND eh Wnts wa a 450 
gets ice 4 fo Oa 745 | | ae Pamamanrerss ani reap lM ate 695 TORRONE eins ORE Ye 6 OR Suns 1095 
POE hols lise cops ae 1095 Rapid Fire 505M 250 

RRND 2 Bid sche ty cae Ga 2 2050 WONGtION. « «5 Sve eee 1395 PINBALLS 

GalavlON 2k ele ck 695 Rowe BC 25 MC........ 1995 Haunted House ........... $795 
Gorflu/r & mini) ........ 695 Satan's Hollow ......... 1400 Black Knight............ 495 
UC es 850 Scramble ............. $ 495 PMSNOOOL 2) 5 c.00. so 08y ees 550 
il | MEE IE Sa eaten ne meee 1895 Space Duel............ 695 Mr. & Mrs. 

Jungle Hunt ........... 1495 Space Invaders......... 275 AGEN: 5S hime ce oh bat 995 
Kangaroo .............. $ 850 space Fury... .<<..<gse% $ 595 Flash Gordon ........... 595 
BOO MIEN Cee «es seen 895 SOrint ici oa y cle ae 395 Many others 


as is—$245 ea.— 


SPECIAL: 900 tokens only 5¢ each. 
OUR SOLID REPUTATION IS OUR BOTTOM LINE!! 


3 Coral Street ALPHA-OMEGA AMUSEMENTS, INC. 
Serving the U.S. since 1969 
Frank ‘The Crank” Seninsky 


Edison, New Jersey 08837 
201/738-1800 
Call Frank or Joe 


A DIVISION OF 


PRESIDENT 


(Play Meter's featured technical writer) 


\/ 


KLOPP 
COIN 
COUNTERS 


U.S.A. QUALITY 
.. and proud of it! 


e Metal Construction 
.. NO plastic 

e One-Year 
Warranty... not rat 


just90 days | Sitttres 
eManufactureda/ _ |’ 
SINOARGnGe 


not foreign 
made 
e Parts always 
available-— ( 
not imported 
e Proved reliable thru the test 
of time 


1983 is our 53rd year! 


Call or write for information 


KLOPP 


KLOPP LNTERNATIONAL, LNC. 


P. O. Box 708 
Pinellas Park, Florida 33565 
(813) 522-9425 


kak kkk 


AMUSEMENT CENTER 

2 locations—36 video games owned, 
others leased—jukebox, pool tables, 
gourmet hamberger restaurant. 1 
leased location, 1 owned includes real 
estate. Good gross. Low down/easy 
terms: 550006 <** 503/772-1011 
TOLL FREE: 1/800/547-2056 ext. 230. 
CRATER LAKE KEAL ESTATE, 
TING. 1060 Crster Lake Ave:. 
Medford, Ohio 97504 


CONVERTIBLE 
VIDEO CABINETS 


Formica clad solid core ply- 
wood cabinet built to survive 


multiple game changes. 


COMPLETE LESS PC BOARD $850 


Call BMI, Horsham, 
Pennsylvania 215/675-5800 
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Original LADY BUG p-.c. Boara FOR SALE 


$2.49.°° each 20 station coin-operated 


remote control Indy- 
19’ monitor-—$195§ each 


type car attraction. 
Suitable for enclosed 
14’ monitor—$175 each 


mall or park location. 
703/691-8500 
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VIDEO WARE, INC. 


650 South Avenue 21, Bldg. #8 
Los Angeles, California 90031 


213/225-1337 


BOSTON GAME TRADER: We 
buy, sell and trade used reconditioned 
videos. We pay cash. We accept 
anything including cars, boats, land, 
etc. G.S.I. 617/933-1529 


AUCTIONS 


Piste oe a ec) Ey 


RN atrionac A\kmusement Game Avuction 
“THE INDUSTRY AUCTION LEADER” 


100’S 
OF THE LATEST GAMES 


* OE NPL es: ie SSA, * 
* MIDVYVAY * SERN Baer NINTENDO * 


UPCOMING AUCTIONS 


| PITTSBURGH,PA CINCINNATI, OH DENVER, CO INDIANAPOLIS, IN. ORLANDO, FL 
AUG 27 AUG 13 SEPT 10 SEPT 24 OCT 8 


Contact Naga for details Contact Naga for details Contact Naga for details Big Red Auction Contact Naga for details 
Old U.S. Route 52 
Whitestown, IN 


We specialize in the sale of new or used games by auction due to 
distributor overstock, operator liquidation and bank repossessions. 


NAGA 1919 14th St., Suite #405, Boulder, CO 80302 NAGA 
303/440-9999 
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| a rere E.NEW sae CONVERSIONS 
e ny Quantity € ee 
e Any Price Range D4 BREAKTH ROUGH | ! : 
Call us for all your equipment needs. Ne FOR ROWE CIGARETTE MACHINES | ° 
ye e ae eee we © Will vend up to $1.75 in® 
; i a. 3 . . o increments of 5¢. : 
: , ; Eee §=6°© Same mechanical depen: ® 
mega Race Donkey Kong Jr. Time Pilot veo dability using your pre-@ 
Pac-Man Frogger Tron  @ sent totalizer. No elec-@ 
Pac-Man Plus’ Front Line Turbo Q . tronic components. e 
Pengo Galaga Tut ye ® Accepts any combina-@ 
Phoenix Galaxian Vanguard Q -< tion of nickels, dimes @ 
Popeye Gorf Amidar Q and quarters, ; 
Robotron Joust Baby Pac-Man om mg ° 4-minute installation oe 
Scramble Jungle Hunt Carnival Q location OR e 
Space Duel Lady Bug Centipede 0 ev ® Send us your totalizer ® 
Super Pac-Man Make Trax Defender Q ef -we will convert it ($5.00 @ 
Stargate Missile Command Dig Dug Q : j Serres vealeer . 
Tempest Moon Patrol Donkey Kong Q . % 
Ms. Pac-Man @ ; 
@ | @ 
§ | $29.% Cin lots of 10) $34." (in lots of 1-9) : 
‘3 ° 
eo | Ps 
409/569-9649 318/462-0225 . TELEPHONE: Gi Ce eee ge — 
Q . 916-928-6868 = setauket. N.Y. 11733 “a 


© ** ANYTHING YOUR ROUTE DESIRES! ** 


IS IN STOCK NOW 
AT’ 


— ABBEY AMUSEMENT, INC .— 


The Operators Distributor — WE CARE! 
CALL: 


Houston, Texas Anniston, Alabama Sarasota, Florida 
713/531-0465 205/831-8540 813/351-3797 
Call Now For: 
SAME DAY SHIPMENT 


HUGE PARTS INVENTORY 


e Roms & E Proms - Burned & Shipped on Date Ordered 
NOW IN STOCK 


Journey $2495: Pole Position (u/r) $3195: Zookeeper $2095 


—PLENTY OF: 
Ms. Pac-Man Domino Man Super Pac-Man Time Pilot Millipede Looping 
Galaga Popeye Centipede Joust Front Line Nato Defense 
Pole Position Satan's Hollow Lady Bug Xevious Q*Bert Bubbles 
Sinistar BurgerTime House of Cards Baby Pac-Man Jungle Hunt Thief 


* Used & Reconditioned Equipment — All Legal Kits 
Always in Stock — Huge Inventory — Ready to Ship! 


YOU NAME IT - WE'VE GOT IT! e 
RRR ERE YY 
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= LOCATION READY : 
=: Large Quantities-Most Items : 
$ Asteroids (orig............... $ 395 $ 
$ Asteroid Deluxe (mini).......... 295 : 
=Battlezone (mini).............. 395 s 
BOG WOU ok ena se es 1295 s 
PUONUUEOE Gin a5 bees sc dwis ess 1695 s 
=Centipede (mini) .............. 1595 $ 
2. ae rr 2395 § 
aes ee ee eran ee 895 = 
a a ee 850 s 
=Missile Command ............. 475 § 
ePole Positiew. .. 2. 60s sec eus 3395 $ 
OEE 750 $ 
oC" i a ne 750 H 
=Tempest (mini) ............... 750 3 
OC SS a aa aa 2495 s 
OO le sod Gg hare a Se Pa 995 s 
RUMOR EMOL foie Wiican oh oe dns oo 2195 § 
RR era fa hy hive wake 2350 $ 
eae one ee 1695 $ 
Biraw Poker... so voices cae aes 1695 H 
= Pepper ee eS re 995 s 
DMN es er i ss 1195 § 
sMad Planet .................. 2495 s 
NGA a ot 2495 
= Congo Bongo................. 2450 § 
S mOnstOr BOGW occ cee cee oe 1295 s 
sopace Attack ................ 295 s 
RRO NEM che Bie Flee eres @ bose he 2450 s 
= Sub-Roc 3-D({ck.pt.) ............ 2095 § 
= SUpGr ZAXNON ... . 056 oe ee cin ws 1295 § 
re 795 : 
$ Bosconian (mini).............. _ 7958 
: sed oS Gen ss bw wie as ye call § 
ON hae erie hs OSGeo 695 = 
o Ms. PacMan. 20.2. ccc ews 2295 $ 


= Omega Race (ck.pt.) ........... 


oeeee eee eee eee e eee eo @ 


ee eee nar 3 
= Super Pac-Man ..... een yee 1895 s 
Donkey Kong................. 1395 
Donkey Kong Junior ........... 1495 
Ne se wis ee eae 1795 = 


Nato Defense ................ 895 = 


RNIN IES ted oi 8 voce 1395 § 
Ore PIOGO DB. nc cei cae as 995 s 
PO a er 1195 § 
Mazer Blazer................. 2295 s 
a ee ee ee 1350 : 
og a ee 995 $ 
INNO BOONE es hone weeds oa oe 1595 
Ee eee 650 $ 
NS ioe 2050 $ 
fe) 1295 H 
eS 2 bn ab be etc 8 he 595 $ 
RENO ela sak, ei ork Shins ails ree es 2295 s 
rane 795 s 
RM eshte daiwa Fie Gere ee 1995 = 
Moon Patrol ................. 1995 
Me ia si krack 2295 $ 
ENN OME, fo. oS 6 cele se SSeS os 2295 $ 
CR he ing ch a eas Bing Goand's Ges 1295 § 
Ll eee 1295 $ 


Plus much, much more in stock! 
Yes! We take trades. 
Yes! We ship anywhere. 
Yes! We guarantee what we sell. 
Yes! We sell 100% legal boards. 

Yes! We have weekly price reductions 
CALL NOW: 
601/374-0777 601/374-2681 
Dixie Amusement Inc., 775 E. Division 
Street, Biloxi, Miss. 39530 


** 1/3 deposit—balance C.0.D. ** 
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RECONDITIONED VIDEOS 
WITH 30-DAY WARRANTY 


Baby Pac-Man 
BurgerTime 
Centipede 
Defender ... 
Donkey Kong 
Frogger 


Kangaroo 
Moon Patrol 


6424 Frankford Avenue 
Baltimore, MD 21206 


Satan's Hollow 
Slither......... 
Stargate 

Super Pac-Man 


(301)485-3700 


COLUMBIA VENDING SERVICE, INC. 


—FOR SALE— 


All rights pertaining to 
PROJECTOVISION 


e Nationally advertised & 
known product. 
e Has been on the market 
for one year. 
e Successful video inter- 
face systems. 
* All replies held in strict confidence * 
Contact: Ron Markis, President 


Games Galore 214/247-4263 
out of Texas - 1/800/221-4263 


HEART /PULSE RATE TESTERS 


Direct from manufacturer 
New Units—$295 Used Units—$195 


HEALTH INFORMATION VENDING 
5124 France Ave., Edina, MN 55410 


(612)926-8250 


$$$ MAKE MORE MONEY $$$ 


—with the new football conversion kit— 


@ convert clumsy track-balls to joysticks 
® easy to install/takes less than 10 minutes 


@ reasonably priced 


ONLY $99.°° 


NATIONAL ELECTRONICS 
414/643-7466 
or write: 2740 So. 9th Place, Milwaukee, Wisconsin 53215 


HH KKK KH KKK HK KKH KH KKK KK KKK KG 


BAY AREA AMUSEMENTS 


Sunnyvale, California 
CAN'T FIND IT.....CALL US! 


Dragon Lair... os 8 + 6 oe es In stock 
Star Wate ok Ss ee In stock 
Chexx HGCKOY:. i... «0 sa. deee eee ee 


GAMES FOR SALE 
—WE TAKE TRADES— 


Wizard of Wor .... 
Omega Race...... 395. 
Defender ........ 


Monaco GP (sit) ... 
Mad Planets...... 2095. 
ROpOtnen fh -55. 24 1195. 
Taree Turck a 1795. 
Galaga (ur)........ 1898. 
Centipede......... 1095. 
Ms. Pac Man ...... 


**** PINBALL SPECIALISTS *** 


— We ship anywhere — 


(408)773-1900 


KR KKK KEK KK KK eK eK EK 


KKM KKK KS 


i % ee ee ee He He He ee Oe OO Oe 
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Legal Converted 
Games 
Bump 'n’ Jump ....... 
MO eee vo ita eS 
Super Rider.......... 
|. ile aera eae ENR 


ACCESSORIES 


7 amp power supply .. . $3995. 
CIGH EE PION Cs oo bbs $ 6.95 
Klopp Coin Countertmama . 595. 


SD () <> ( ) <DD> ( ) <> ( ) <> ( ) <> ( ) <> ( D ( ) <D ( ) <SD () <D () D () D (:) 


BIO-RHYTHM TICKETS 


Always available! From the manufacturers of the original 
BIO-RHYTHM MACHINE. 
All tickets electronically scanned and quality controlled. 


ORDER NOW FOR PROMPT DELIVERY 


COMPUNETIC DEVICES 
3353 S. Highland Dr. #505, Las Vegas, NV 89109 


702/731-1418 


(<)> (> <> (> <A ( ) <> ( ) < ( ) <> ( ) <> ( ) <>  () <D () <SD () <> () SD 


WE TAKE TRADES 


We want to buy used: 
Rowe AMI e Jukeboxes & 


SDLDSDSDDSDSDDSDSD DDD DDL DI IIL III IZ) 


: | ROUTE CLEARANCESALE ° 
AGGRESSIVE JQ vot ce eee 
Pac-Man’ (Ur) 22.65 eo es ws 1050. XY DISTRIBUTIN 
SOUTHWESTERN ie fey CT? Se Aaa een ee 918/745-2162 
». Sune! wd, Sean SPT seen 4 | 2 
VIDEO GAME Y enkey on ISS 
onkey Kong ............ TT 
OPERATOR mre fie be Se RL Ayre eran 450. \ 
MO es ei ot sh ghle Ghai a ater s 750. 
SEARCHING FOR Rober 2 egiaclaneauel 0 
Ol Re we a ee a eae . N SALES MARKETING 
MANAGERS IN Q mera 2) ER Sree ee Q 
[eee ome 
KEY GROWTH Q Donkey Kong (mini)........ 525. , oe aii essional to market 
Q Rowe BC-11 $1 changer.... 995. X new video card game. Top 
AR EAS. Q Rowe BC-25 $1 & $5 changer. 1850. Q collection—top product. 
E : \ **30 DAY WARRANTY** Q Must have broad experience 
Must have experience in , B & B VENDING ‘ erties din cale-on 
operation and sales. Q 1560 Edison St., Dallas, TX 75207 Q business. 
nem meee 0. Box 4796 t ee | Call Mr. Emm at 
Dallas, TX 75247 \ Amarillo; pate ai yy ee aga (516)935-9300 


—SPPDIDPDSD DILL L LL LLL LD LLL LILI IT 
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ALL TOP VIDEO GAMES 


© UPRIGHTS 

© COCKTAIL 

e P.-C. BOARD 

e@ 1.C. SPARE PARTS 


Quick Follow-Up 
& 
Prompt Delivery 


Contact us for lower price & list. 


NASA TRADING 
CO, LTD. 


2-9-8 Higashi Shibuya-Ku. 
Tokyo, Japan 
Tel: (03)4079603, 4079639 
Telex: NASAT J 32243 

Bank. 
The Dai-Ichi Kangyo Bank 
Nakameguro Branch 
AC No 0111451 


SIISASASSAASLASAALASSALDA IAD AA AA a 


SSASASSSASSSASASSAAASAASALASASD ASAD AAD SAAD A 
CLLLSLSLSSLSAAASSASSSSSSSSSSSASS SSSA SAS ASASS SSO 


. 
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Excellent Location 
All Equipped Snack Bar 


$150,000 


904/456-4767 


your old games. 


SYSTEMS CORP. 
516/643-6033 


(In New York) 
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LARGE GAME ROOM 


50 Games 
Zoo 


MUST SELL BECAUSE OF OTHER INVESTMENTS 
$50,000 down 


=.000800000000000000000000000050000000000000000000000000CCRCCRO cL DOE LEDER ORO DRDO DRL E DOOR ORO COe Le LOLOOOROReSeLEOCELS 


CONVERT THOSE DEAD GAMES 


We carry everything you need 
to make new or recondition 


Master harnesses/accessories * 
Latest popular games/quality guaranteed! 


Large selection/quantity discounts 


SAVE SS$SS$$S$$ HUNDREDS $$$$$$$$ 


NEW PLYWOOD CABINETS. 


Mon. - Fri./9:30 - 5:30 Sat./10am - 


LOW COST 
LIFE INSURANCE 
FOR AMUSEMENT 
INDUSTRY MEMBERS 


Non-Smoker/First Year Annual 
Premium for $100,000: 
age: 35 - $96 


45 - $139 
35 - $261 


212/245-4497 (collect) 


or write: EBS Group 
250 W. 57th Suite 1229 
New York, NY 10107 


call: 


** We Underwrite As High As $10 Million ** 


Lit Dance Floor 
Horse & Pony Rides 


504/344-9559 


% 


a 


RRO tee, 
0) aE 
PC BOARDS - 


. 5 
weeny 


Ipm 
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BOARD PROBLEMS??? | 


Can’t keep your imports running? 
Is your distributor's service 
department putting a crimp 

in your profit? 

DON’T WAIT ANOTHER MINUTE!! 


CALL US NOW 
Expert, reliable service 
Servicing all games: foreign & domestic 


GOLDEN DIGITAL SERVICE 
3001 Luana Dr., Oceanside, CA 92056 


(619)724-1718 


Antique Machines For Sale 


- (1) Williams 4 Bager Baseball; (1) G model 


Seeberg Phonograph; (1) R model See- 
berg Phonograph; (2) Bally Beauty Con- 
test; (1) Bally A.B.C. Bowler. All games are 
in perfect condition. Bernard Furman, 105 
Mary Lane, Scranton, PA 18505. 717/347- 
8595. 


RII III III III III II III IISA 
WANTED TO BUY : 
Ms. Pac-Man Dig Dug * 
Super Pac-Man Indian 4p! good cond. 
Pac-Man Amidar 
Donkey Kong Centipede 
Donkey Kong Jr. Kangaroo 
Tron Moon Patrol 
Galaga u/r Stargate 
Bally Twin Joker Wild Turbo 
Galaxian 2pl u/r Monaco GP 
Night Driver Pole Position 
ALSO: 


Rockola, Rowe, Stern, Seeburg, NSM, 
Willis 1050 Jukebox. 
TAYLOR SALES COMPANY 
2208 Deschaumes Street 
Houston, Texas 77026 
© 713/222-2625 e 
See eeeeeeeeeeecireeererere : 


ERR MM 


IT’S A HIT!!! 
CHAMPION 
BASEBALL 


Don’t forget.....use your 
Visa or MasterCard to 


purchase conversion kits 


e=" Ais 


Amusement Marketing Services 


8431 Mastin, Overland Park, KS 
913/642-9744 
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NEWS BRIEFS ........ 


North Carolina operators have succeeded in getting the state's 
proposed $200 tax on videos (Play Meter, April 1, p. 6) reduced toa 
$15 state tax per game. A provision in the tax measure allows both 
cities and counties in the state to add an additional $5 tax, making 
the maximum tax on video games in North Carolina $25. The state leg- 
islature previously dropped a proposed $100 tax on video games as 
well as a proposed gross receipts tax 


eeeeeeeee#eese#e#eeee#e«t¢eeeeee#e#eteteeeeeeee#e @® @® ¢ @ 


Dream Ltd.,. a Tokyo firm, pled not quilty in: Japan's first. crim- 
inal trial concerning video game copyrights in May. Dream Ltd., Falcon 
Co., and Kyoei Co. are three of at least seven defendants accused of 
producing or distributing pirated versions of Nintendo's Donkey Kong 


i eS A 


Junior. According to the Japanese Amusement Press, Dream Ltd. princi- 
ples contend that they have already come to terms with Nintendo and 
that video game copyrights are not yet clearly established. Unautho- 
rized copying of video games was first judged a criminal offense in 
Tokyo District Court in December 1902665 cis ceie KcR NaN S ee ee See SS HEA 
Unheeded warnings that a video game tax was too high has left 
West Chester, Pennsylvania, with a $20,000 budget shortfall. The 
borough created a $200 per game tax to be paid by May 1. But by May l 
half the videos in West Chester had been removed. Some non-profit 
organizations were requesting the borough to exempt them from the 
tax. In mid-May the borough had collected just $10,500. "Like others, 
we got out,™ said Sharon Harris of Stan-Harris & Company, a large 
Pennsylvania operating firm. "The tax proved to be self-defeating." 


Joseph Fay and Joseph Rossi of Belleville, New Jersey, face pro- 
secution for supplying 13 Essex County locations with Hi-Lo and Joker 
Poker video card games which were used as gambling devices. The 
arrests are the result of a continuing investigation conducted by the 
Essex County prosecutor's office. Police said each of the machines 
netted the defendants between $500 and $700 per week. Fay and Rossi 
have complicated their defenses by being videotaped while they were 
allegedly offering a policeman a bribe of $1,400 to ignore their 
operation. The two could get 6-month sentences and $10,000 fines for 
promoting gambling and five to 10 years in prison for attempting to 
bribe a police officer. 


Walter Day's Twin Galaxies Arcade in Ottumwa, Iowa, is hosting 
the second annual North American Video Game Olympics. Video game 
players will vie for positions on their state teams August 24-26. 
State and province representatives will then play against each other. 
Twin Galaxies will tally scores and determine which players will com- 
prise the U.S. video game team. The national team will then face 
teams from other countries in the World Video Olympics to be held 
within the next six months. All players will compete on the same 
arcade games. Notary publics will be at each state site to verify 
scores and to ensure fair play. Countries worldwide have been invited 
to participate in the World Video Olympics utilizing the rules 
specified by Twin Galaxies. 
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Available In Multi Conversion Kits, — 
Game Packages, Uprights & Cocktails. 


Data East has done it again! 
Another Hot Game for our In- 
terchangeable Game System. 
If you already own our system 
buy the Game Kit and change 
your game in only five 


chase a Data East machine, 
or buy a Multi Conversion Kit 
to convert one of your dead 
machines to our Inter- 
changeable Game _ System. 
Call your Data East dis- 


minutes. If you don’t, pur- 


tributor now! 


; | 
' 
' 
; 
: 
; 
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© another Great Interchangeable Game from 
DATA EAST USA, INC. 


470 Gianni Street, Santa Clara, CA 95050 
Telephone: (408) 727-4490 


Toll Free: (800) 538-5129 
Telex: 172163 DATAEAST SNTA 
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D. GOTTLIEB & CO. 


IS NOW 
MYLSTAR | 
ELECTRONICS 
INC. 


D. Gottlieb & Co. is preparing 
for a future even brighter and 
more innovative than our past. 


To reflect these changes, : 
we have chosen the new name | 
Myl!star Electronics, Inc. 


This name was created to 
evoke a vision that is brilliant, 
far-reaching and unique. 


Myistar Electronics is the 
magical world where exciting 
new entertainment products 
are being created to meet 
tomorrow’s needs. 


MYLSTAR ELECTRONICS, INC. 


165 West Lake Street 
Northlake, Illinois 60164 
Tel (312) 562-7400 | 
Telex 72-8463 | 


-_ A Columbia Pictures | 


Industries Company. 3 


MYLSTAR 


ELECTRONICS 
INC. 


THE NEW STAR IN 
ELECTRONIC — 
ENTERTAINMENT 


© 1983, Myistar Electronics, Inc. All rights reserved. 
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